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HE good news is out— 

PYREX Ovenware prices 
slashed, in some cases as much 
as 14. Millions have seen it and 
will continue to see it in full- 
page magazine and newspaper 
advertisements. 

Sales have more than trebled 
overnight. An especially popu- 
lar leader has been the 10-piece 
set shown here. Basic equip- 
ment for everyday baking needs, 
it retails for $2.95, reduced from 
$5.15. It is packed in an attrac- 
tive gift box. 

Order from your jobber — put 

* Pyrex is a trade-mark and indicates manufaciure by Corn- in a window display — and get 
ing Glass Works. These prices in effect in U.S. only. aboard this tremendous wave of 
public buying. 


CORNING GLASS WORKS -- CORNING, NEW 
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~ O. AMES «x2 RED EDGE 
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Pay 66%3% Dividends 
to Users! 


F a common grade shovel retails for t 
$1.25 and the O.Ames and Red Edge ] 
for $2.00 and the O. Ames and Red } 
Edge last only twice as long as the cheap- | 
er shovel then the buyer saves 50¢. By 
investing 75¢ he prevents later spending 
$1.25. Thus 75¢ makes a clear profit of 
50¢ or pays a dividend of 6675% on the ‘ 
investment. The shrewd purchaser saves 

a minimum of $6.00 a dozen by pur- 

chasing the best. » » » Why shouldn’t ! 
the O. Ames and Red Edge outwear the 4 
common shovel two to three times? | 








O. Ames and Red Edge have the 
finest blade steels obtainable. 


O. Ames and Red Edge Plain Backs 
are electric welded. 


O. Ames ond Red Edge have XXX 
Northern Ash handles. 
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The leaders in industry, in transporta- 
tion and in mining buy O.’Ames and 
Red Edge. It pays! » » » » » 
O. Ames and Red Edge Cost 
Less Because They Last Longer 


ASK YOUR JOBBER 


LEADING A BW BRANDS 








O. AMES HUSKY 
; RED EDGE PACEMAKER 
Genuine MONONGAH — HUBBARD Wyoming 
KNOX-ALL SOCKET 
O. AMES—THE SHOVEL BRONCO = SHANK RED EDGE—KNOWN 
THAT BUILT AMERICA THE WORLD OVER 
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AMES BALDWIN WYOMING SHOVEL Co. 


PARKERSBURG, W. VA. 
HARDWARE AGE 
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You can sell ’em if you 
know your stuff! 


SPECIFICATIONS: 
Model 8 “Standard” Grade. Autoload- 


ing, take down, hammerless, solid 
breech; 22 inch barrel, American Wal- 
nut straight grip stock (half pistol grip 
extra charge) fitted with rifle style steel 
butt plate. Trigger pull exceptionally 
light. Step adjustable buckhorn rear 
sight, white metal bead front 
sight. Magazine holds 5 car- 
tridges. Length taken down 
23 inches. Weight about 
7% pounds. Price 
$64.00 (including 

tax). 


ie selling big game rifles you have to deal with 

the man who knows his way about among 
firearms, as well as with the novice. In talking 
to the experienced hunter you will lose his con- 
fidence if he finds that you are not well informed. 
In talking to the novice you may also lose a 
sale unless you can talk with the voice of au- 
thority in a manner to convince him of what he 
ought to buy. 

We have told you in previous advertisements 
about the Remington Model 30 Bolt Action Re- 
peater, and the Model 14 Slide Action Repeater 
for big game, and have offered to send you 
complete information on request. Both these 
rifles are extremely popular, but so is the Model 
8 Autoloader. The chief advantage of the 
Model 8 is its extreme rapidity of fire. When 
you shoot, the recoil operates the action, which 
puts another cartridge in the chamber. It fires 
as fast as you can pull the trigger. 

All three of these rifles are chambered for 















.25, .30, .32, and .35 Remington, and the Model 
30 is chambered also for 7 M/M Mauser and the 
.30-06 Springfield. The .35 Remington or the 
.30-06 Springfield are recommended for game 
larger than deer, such as bear, moose, etc. 
These calibers are also fine for deer, but anyone 
who wants a rifle for deer or smaller animals 
only, should buy a smaller caliber because the 
ammunition is cheaper. The .25 Remington 
rimless is suitable for squirrels, rabbits, raccoons, 
turkeys, crows, hawks, woodchucks, foxes, 
coyotes, wolves and mountain lions. It will kill 
deer, but the .30 or .32 Remington, or the 7 
M/M Mauser are better for this purpose. 

It will pay you to carry at least one sample 
of the Remington Models 8, 14, and 30 in the 
calibers most popular in your vicinity. They’ll 
attract a lot of interest even if you have little 
call for them. Your jobber will supply you. 

If you want to increase your sales of big game 
rifles, write us for more information that will 
help you do it. 


REMINGTON ARMS COMPANY, Inc. 


BRIDGEPORT, CONN. 
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ou wouldn't think files could 
work so differently 


A ad 


yet look so much alik 


UTWARDLY there isn’t much 
difference in appearance 
between a Nicholson File and an 
ordinary one of the same type. 


Each has teeth, a tang and the 
same shape. But there the simi- 


larity ends. 


Nicholson Files cut faster; they 
last longer; they give a dollar’s 


eu 
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worth of service for every dollar 
invested in them. 


Year in and year out Nicholson 
Files maintain a quality stan- 
dard for others to shoot at. It 
all comes down to the inescap- 
able fact that your customers 
can’t buy Nicholson Quality 
unless they buy Nicholson Files, 


NICHOLSON FILE COMPANY, Providence, R.1!., U.S. A. 
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at your jobber’s 


HARDWARE AGE 









Long After the Price as Forgotten.” 


E. C. SIMMONS 






SAINT LOUIS AND PHILADELPHIA 
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“The Recollection of Quality Remains 


: E 
SIMMONS HARDWARE COMPANY 








ewes 

a, 
ee 
al 
— 
— 











eee MAKES THE 
ADVANTAGES OF 


GRAPHITE 


AVAILABLE TO INDUSTRY 


For more than a century the Joseph 
Dixon Crucible Company has pio- 
neered in applying the advantages of 
natural flake graphite to the lubri- 
cation problems of Industry. 

The graphite used in all DIXON 
GRAPHITE PRODUCTS is a natu- 
ral flake graphite which in purity, in 
uniformity, in lubricating and pro- 
tecting qualities has never been 
equalled. 

Our obligation to Industry is that of 
incorporating in DIXON GRAPH- 
IFE PRODUCTS the full benefits 
with which Nature has already en- 
dowed Graphite. That this trust has 
been fulfilled is evidenced by Indus- 
try’s recognition and acceptance of 
Dixon Graphite Products. 


DIXON GRAPHITE 
PRODUCTS 


Flake Graphite Graphite Seal 

Graphite Cuv Grease Pipe Joint Cc mpound 

WaterproofGraphite Industrial Graphite 
Grease Paint 


Write for Circular 40-C 


JOSEPH DIXON 
CRUCIBLE COMPANY 


Established 1827 


OK 




























Jersey City New Jersey 











Size of Butt — 33g x 344 In. 


| N lovely homes 


| where details mean so much 
| 





are found--because they com- 
bine sturdy, practical quality 
with precise uniformity and 


superior finish. 


ERIE, PENNSYLVANIA 











Branch Offices:- 


NEW YORK: 45 Warren Sr. BOSTON: 113 PurCHASE Sr, 
CHICAGO: 162 N. CLINTON Sr. SAN FRANCISCO: 703 Marker Sr. 
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BACK ON THE AIR 
The (arborundum Program 


HE Carborundum Program goes back on the air begin- 

ning Saturday night, November 12th, at 9.30 Eastern 

Standard Time over a chain of Columbia stations. 
Again we will feature the famed Carborundum Band and the 
Indian legends so warmly welcomed during the past seasons 
by thousands of radio listeners—your present or prospective 
customers. 

And again we are going to direct the attention of this great 
buying audience to the hardware stores of the Nation this 
season over a bigger chain of Columbia stations. 

Without any cost you can tie in on this big radio advertising 
program. 

All that we ask is a bit of cooperation. We want you to 
display our special announcement cards in your windows. 
These cards invite the listening public to register for the Car- 
borundum Brand souvenir pocket stone at your store. 

The little stone is given free to all who listen in. Registra- 
tion pads will also be sent you, these to be forwarded to us 
each week and we mail the souvenir stones to each address 


g direct from Niagara Falls. . 
, “oe rr . - ° 
OEND for your eta That is all the dealer has to do to share the sales benefits _ 
dow cards and regis- rs 
: 4 of these programs. : 
tration pads now. Use : =e . ; eg 
the coupon. It is a real tie up with a real radio program. a 
* 
The 
. Carborundum 
° Company 


eo Niagara Falls, N. Y. 








THE CARBORUNDUM COMPANY cas nd retatraio 
REG. U.S. PAT. OFF ads. 
NIAGARA FALLS, N-Y. rou ° 
CANADIAN CARBORUNDUM CO., LTD., NIAGARA FALLS, ONT. Pal Name 
SALES OFFICES AND WAREHOUSES IN New York, Chicago, Boston, Philadelphia, Cleveland, Detroit, Cincinnati o Street 
Pittsburgh, Milwaukee, Grand Rapids, Toronto, Ont. 
(CARBORUNDUM IS A REGISTFRED TRADE MARK OF T ARBORUNDUM COMPANY ) eo City State 
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SHEET AND - v PLATE 
COMPA 










SHEET METAL 
Excellence 


<Sol > 
wat , 


NLY by making certain that 

the sheets you purchase are 
American, do you insure for your 
product the quality that is found 
in sheet metals that are correctly 
made in every detail, by skilled and 
able craftsmen... Remember— you 
can identify TRUE QUALITY in Steel 
Sheets by these well known brands: 


AMERICAN— 

Black Sheets 

Galvanized Sheets 

Electrical Sheets 

Automobile Sheets 

Enameling Sheets 

Keystone Rust Resisting 
Copper Steel Sheets 

Galvannealed Sheets 

Special Sheets 

Formed Roofing Products 

Tin and Terne Plates, Etc. 














Also inquiries regarding any application of 
USS Stainless and Heat Resisting Steel Sheets 
or Light Plates, or any product fabricated from 
either, will be given prompt and full attention. 





Our experienced engineers and sales force 
will gladly assist you in the selection of 
the proper products for your particular 
requirements. Send for latest literature. 
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CLOVER MFG. CO. 


Norwalk, Conn. 


ABRASIVE PAPERS AND CLOTHS — GRINDING COMPOUNDS 





CLOVER GREEN-STRIPE 
FLINT SANDPAPER 
Unit 1 Ream 


Standard Special 
9” x 11” 8%” xl 1%” 
Sheets Sheets 


in grits 
No. 3/0 to No. 3 


ANA 


\ 





¥ 




















SANDPAPER IN 
DISPLAY 
SHELF BOXES 
Standard Special 
231" 8%” x 10%” 
Sheets Sheets 
SAND- 
PAPER 
ROLLS 
1 ineh wide 
in- grits 
ris 2/0 and 
No. 1/0 
50 yards 





CLOVER YELLOW-STRIPE 
ALUMINOUS OXIDE CLOTH 
Unit % Ream 


Standard 9” x 11” sheets 
in grits No. 7/@ to No. 2 


Also packed in Display Shelf Boxes 











CLOVER YELLOW-STRIPE 

ALUMINOUS OXIDE 

CLOTH ROLLS 
50-yard 


ECONOMY ROLLS 
in Grits 


No. 7/0 to No. 2 

















CLOVER YELLOW-STRIPE 
ALUMINOUS OXIDE ROLLS 
METAL-CUTTING CLOTH 


in withs 244” to 24” 
in grits No. 4/0 to No. 2 


50 yards 








CLOVER GREEN-STRIPE 
FLINT SANDPAPER 
HOUSEHOLD PACKAGES 


36-10c. packs of 
20 sheets each 








CLOVER RED-STRIPE 
TURKISH EMERY CLOTH 


Unit % Ream 
tandard 9” x 11” sheets 


in grits 
No. 3/0 to No. 3 
Also packed in Display Shelf Boxes 





CLOVER YELLOW-STRIPE 
ALUMINOUS OXIDE PAPER 
FLOOR-SANDING ROLLS 
Open or Closed Coat 
50 yards in —s 4” to 12” 
in Grits No. % to No. 3% 
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HOUSEHOLD METAL- 
CUTTING AND EMERY 
CLOTH 











. METAL at | 12-10c. packs, 6 sheet sh, 
Vi Ent hon ae 
Covet re C0 Woman’ | 








CLOVER ORANGE-STRIPE 
GARNET FINISHING PAPER 


made in Open ~ er 
Grits No. 7/0 to N 
Unit % Rene 


GARNET CABINET PAPER 


made in both Open and Closed Coat 
Grits No. 4/0 to No. 2 
Unit % Ream 


CLOVER YELLOW-STRIPE 
ALUMINOUS OXIDE METAL- 
CUTTING CLOTH BELTS 


Widths 2%” to 14” 
Grits No. 4/0 to No. 2 











. 


CLOVER ORANGE-STRIPE 
GARNET ROLL PAPER 


Made in both Open and Closed Coat 
Widths 4” to 24” 
Grits No. 670 to No. 2 








CLOVER VALVE-GRINDING COMPOUND 


4-oz. and 2-oz. Duplex — 
Containing equal pa 








CLOVER WATER-MIXED 
VALVE-GRINDING 
COMPOUND 


Grades B for Roughing, A . Hy Finishing 


The compound in these cans is suitable for 
grinding valves, lapping cylinders, fitting 
piston rings, etc. 





CLOVER LAPPING COMPOUNDS 
For Shop, Tool Room and Garage 
Put up One Grade to the Can 
%-lb., %-lb., 1-lb., 5-lb. Cans 





8 Grades 
From Grade 2-A to Grade 50 


One Grade to the Can 
Two Grades 
Medium and Coarse 


2-oz., %-lb., 1-lb. Cans 
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Sales add profit to your business 


The Stewart line of Iron and Chain Link Fences is nation- 
ally known and accepted—and distinguished for its high 
quality and durable construction. 

We have a plan to offer you which insures the sale of our 
product. This plan will be sent upon request. 


IRON 
Si Wire 
ENCES 


THE STEWART IRON WORKS CO., Inc. 
814 Stewart Block 
Cincinnati, Ohio 























IRON PICKET FENCE 














in tte NEW ATLAS PACKAGE 
The same high quality sterilized, blued 


tacks...in “hardware” orange and blue 
packages. Set them on your display 
counter and watch them sell! 


ATLAS TACK CORPORATION 
FAIRHAVEN, MASS. 




























wal 
“. 





wulty 


"i “tl 
DISTINCTION 





oe 

Guests at the William Penn enjoy the pres- 
call tige of a good address. a a From coast 
Me. to coast it is known as a hotel of distinc- 
le tion, possessing an atmosphere appreci- 
ated by experienced travelers. Yet 
rates are reasonable. a a a William 
Penn Restaurants serve only the high- 
est quality of food at moderate prices. 





mews eL 


WILLIAM Penn 
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1600 ROOMS...1600 BATHS 











The greatest forward step in_ rust-proofing 
poultry netting since the introduction of hot- 
dip galvanizing. 


SUPERIOR BRAND NOW MADE FROM 
COPPER BEARING STEEL 


Galvanized before or after weaving. 











Copper Bearing Steel wire (.20 per cent pure 
copper) gives much longer life to Superior 
Brand netting. It holds galvanizing longer. 
Safeguards against peeling. Makes the coating 
firmer and more ductile. 


Superior Brand Netting 
made from Copper Bearing 
Steel costs you no more. 


Write for complete story today. 


G. F. WRIGHT STEEL & WIRE CO., 
WORCESTER, MASS., U. S. A. 
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Made with 
<I> 
Kant-Kink 
ELASTICORD* 
<> 
SCREWLESS 
Heater Plus 
<3>- 
Unbreakable 
Rubber Cap 
<4> 
GUARANTEED 
forOne Year 


*REGISTERED TRADE- 
MARK AND PRODUCT OF 
TH UNITED ELASTIC 
CORPORATION OF EAST - 
HAMPTON, MASS 
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Lach Stendard Ache fe 
of [2 sers form the Counter 
Display Mustrated above 


For the Christmas trade— when electrical goods move fast—sell these 
Guaranteed Cord Sets for toasters, percolators, flatirons etc. All exclusive 
features: Kant-Kink ELASTICORD, SCREWLESS Bakelite Heater Plug; pull- 
handie UNBREAKABLE rubber cap: a one year GUARANTEE. Priced to allow 
you 4 real profit; timed to get the extra-fast turnover of holiday gift- 
buying. . . Return the Coupon below WITH NAME OF YOUR ELECTRICAL 
DISTRIBUTOR for your FREE SAMPLE of one of these Cord Sets. » » 


| FREE SAMPLE OFFER:—Specify No. 102 Cord Set with Switchless Heater Plug, 





or No. 103 with Switch Plug. H. A. 
(Name) Town 
' and 

(Address).............. State.. 

My Electrical Distributor is.. 3 ; 

CO cic accceistbhcceessse0i (Town & State) 


Arrow E Exzcrmc Drvision 


THE ARROW-HART oLECT. ELECTRIC CO. HARTFORD, CONN. 
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<The B.W.H. Line 


Standardized M ail Rubber Good's 





Good Luck Hose Washers sell 

] h BO TON LINE for 10c. a package, showing 

e you a splendid profit. Two 

gross (24 cartons) in display 
of container as shown. 


GARDEN HOSE 
covers the entire field 





The most imitated noz 
zle on the market. 
Never equalled in qual- 
ity, Each nozzle packed 
in a separate carton. 
12 cartons in full 
color lithographed dis- 
Play packages. The 
fastest selling nozzle 
on the market 






















BOSTON NOZZI 
TREES "AY NOZZLE 
BOSTON We 


SKK 
77, ye 
iKK&, 
Known everywhere by 
name and recognized as 
the standard friction tape 
of the country. Nation- jjé jj§.§ _R =H 
ally advertised. In 1, 2, 
4 and 8 ounce rolls; in 
full color cartons all 
packed in handsome full 
eolor display containers. 


The highest quality jar rub 
ber made. Sells at 10c. a 
dozen, returning you an ex- 
cellent profit. Two gross 
(24 cartons) in full color dis- 
play” container. Used by ex- 
perts -—— preferred by every 
home canner. 
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Seven Standard Nationally Known Brands 
*A GRADE FOR EVERY PURSE” 


BOSTON WOVEN HOSE & RUBBER CO. 


Makers of Quality Rubber Goods for Fifty Years 

















Works: Cambridge, Massachusetts Postal Address Box 5077, Boston, Massachusetts 
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TOMORROW'S 


CAKE. 


YOU 


jest for illustrative purposes—let's call tomorrow's 
“farm buying power"’ a cake that you'll enjoy eating. 
And—just for illustrative purposes—let's say that you 
are mixing that cake today—which you are. 

It will be a good cake covered with an icing of profits 
—or a poor one—according to the ingredients you put in 
it—and the skill you use in mixing them. 
Well—here's the recipe that's bound to 
turn out right. First—take all of the farm- 
ers in your community. Second—pour into 
their ears the story of diversified farming 


and the profits that will accrue from jena of ten ip 
Insulated Fencing, S ence Post i v i 
Por reese sane. Steel tin * Barbed ie Ss; that will boost the sale of every item 


productive acres instead of idle ones. 





own Freee Amer- 


re 









are mixing If today. 


corn and surplus grain crops “on the hoof” at 
better prices—and the necessity of increased soil 
fertility through systematic crop and stock rotation. 


Next—(and this is most important)—explain how these 
things can only be brought about through the use of 
good and well planned fencing. Put these ingredients 
in your cake—mix them ever so thor- 
oughly—and the results will exceed your 
fondest expectations. 


Sounds good? Well—the quicker you 
start baking the quicker you'll taste this 
cake that's flavored with dollars —and 


Company Zinc 


Tell them about the need for marketing pg a ll heeded alt kinds you carry in stock. 
ndised. 


merc. 


AMERICAN STEEL & WIRE COMPANY 


SUBSIDIARY OF UNITED 


208 South La Salle Street, Chicago 


Us STATES STEEL CORPORATION 
And All Principal Cities 


Pacific Coast Distributors: Columbia Steel Company, Russ Bldg., San Francisco 
Export Distributors: United States Steel Products Company, New York 
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TREE HOLDERS 
at Prices People W ant 


Tree Holder No. 9593 re- 
tails for 50 cents. It is of 
sturdy cast iron construc- 
tion . . . will hold 100 Ibs. 
Three removable legs. . . 
one piece water-tight bowl 
... finished in glossy green 
enamel . . . conveniently 
cartoned. A popular seller. 








Tree Holder No. 9592 re- 
tails for $1.00... it is a 
bit heavier and stronger. . . 
has rubber feet . . . finer 
finish in bright green en- 
amel. Individually cartoned. 
A lifetime purchase at a 
popular price. 


Prices slightly higher west 
of Rockies Write for 
folder. 





FREEPORT, ILL. 





FORSTNER 
Labor Saving 


AUGER BIT 


Bores Any Arc 
of a Circle 


Many 
New Uses 


The Forstner Auger Bit, un- 

like other bits, is guided by its 

circular rim instead of its center, 

consequently it will bore any arc of 

a circle, and can be guided in any 

direction regardless of grain or knots, 

leaving a true polished surface. Takes 

the place of a chisel, gouge, scroll-saw, or 

lathe tool combined. For core boxes, fine 

and delicate patterns, veneers, screen work, 

or fancy scroll twist columns, newels, 

ribbon molding and mortising. 

Send for Catalogue. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 
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UNCLE PENN TACK 4 gaduing popularity 


From Maine to Texas, dealers who have seen Penn 
Tacks with their new, spotlessly clean, lustrous blue 
finish—their attractive, red and blue packages and 
smart cartons beautifully lithographed in blue—have 
instantly agreed that it is without exception the finest 
tack on the market. 

Penn Tacks cost you no more than ordinary tacks in 
—, black boxes—they sell faster and give you greater 
profits. 

Send today for a free sample of Penn Tacks. 
Spread them out on your counter. You'll see the 
difference at a glance—and you'll want Penn tacks 
on your next tack order. 


THE PENN TACK CO. 
NORRISTOWN, PA. 






PENN TACK CO. 














ITSt Choice 


WITT guaranteed, longer-lasting 
Cans are the favorite of customers 
who want the utmost in service. 
That they do last longer has been 
conclusively proved by tests con- 
ducted at the Pittsburgh Testing 
Laboratory. 









Now is the time to feature these 
nationally famous Cans. If your 
: jobber cannot supply 
you, write 


te THE WITT 
HN) CORNICE CO. 


2114 Winchell Ave. 
Cincinnati, Ohio 


WITT CANS 


for ASHES and GARBAGE 


HARDWARE AGE 























Uncle Sam has maintained 
the GOLD STANDARD 


—in spite of the serious obstacles he had to over- 
come—your $ is still worth a Dollar plus because 
you can get more for it than for a long time past, 
and that includes 


ATKINS SILVER STEEL SAWS 


Now is the time to stock up—lumber and building 
trades are improving and many of your customers 
will be needing new saws — for profit sell them 
ATKINS and retain your customers’ good will and 
future business. Here are sectional views of three 
fine saws selected from many leading patterns: the 
No. 5 is high grade SILVER STEEL and Segment 
Ground; and one of four new popular pattern 
Victor Electric Alloy Cross Cut Saws, the No. 225, 
a medium priced saw. The No. 331 is an ideal gen- 
eral purpose saw of thin back, Tuttle tooth, pattern. 
You should also feature SILVER STEEL hand and 
small saws, scrapers, trowels, files, etc., that carry 
the Atkins name and quality reputation and that 
will bring you a good profit. 


Demand Atkins from your jobber. 
If he cannot supply you—write to 
us. We will see that you are sup- 
plied promptly. 

















E. c. ATKINS and Company 


“THE SILVER STEEL SAW PEOPLE” ESTABLISHED 1857 


Makers of highest grade and leading types 
of all kinds of Saws, Saw Tools, Handles, 
Plastering Trowels, Scrapers and Specialties 
Home Office and Factory, Indianapolis, Ind. 


Branches in Principal Cities 
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A LIFE SAVER 
FOR MANY 


DEALERS 


THE DREADNAUGHT 
RENTAL PLAN 





hes proven 
to universally 
OO successful ! 














a day 


From Rentals Alone 


In this day of small volume and narrow margins, 
the DREADNAUGHT rental plan has proven a 
veritable life-saver for hundreds of alert hardware 
dealers—a constant source of generous profits de- 
rived in a three-fold manner: $5.00 to $6.00 per 
day from the rental of the machine alone, $3.00 
to $6.00 profit per rental on the sale of finishing 
materials, and a substantial profit on the sand- 
paper used in the machine. 
The DREADNAUGHT is practically trouble- 
free, built to endure plenty of abuse. We 
furnish complete plan that assures success. 
It costs nothing to get the complete facts. 
Can you afford to ignore them? 


. _ CheNew- _,, 
DREADNAUGHT 6 


PORTABLE DUSTLESS SANDER 


The Result of 16 Years of 
ckhnowledged Leadership 





























go 
MAIL THIS 
eqolti Je), | 
NOW! 


CLARKE SANDING MACHINE Co., 
Dept. 111, Muskegon, Michigan. . 

Send complete information on your new Dreadnaught 6 Dustless 
Portable Sander and New Renta! Service Plan. 






Name .... 


Address were ET CT OT RL LET 


City. , ' DR letccaenccn nh deevets 








_..acase of 
the “GIMMES” 


where KESTER is displayed! 


‘Gimme this—and Gimme that!” 

Put Kester Metal Mender 
right up in front on your counter 
—and you’ll hear some profit- 
able ‘“‘“GIMMES’”’. 

For almost everything in the 
home needs soldering now and 
then—and this year lots of metal 
Christmas gifts will also be made 
at home. Put this display carton 
up on a front counter or in the 
window, and you’]] be surprised 
at how much solder sells itself. 

People say “Gimme Kester 


only to apply heat, and the 
job’s all done. There’s no sepa- 
rate bottle or can of flux to mess 
things up. You’ll find a rapid 
turnover and bigger profits in 
handling Kester Metal Mender 
and Kester Radio Solder in 
handy packages—and larger 
users will want the big spools 
of Kester, too, for all Kester 
Solders carry their own flux. 
Your jobber sells the full Kester 
line. Order now for the holiday 
trade. Put a carton of the real 
““GIMMES”’ on 








Metal Mender,” 
because it makes 
soldering so easy. 
Kester Solder car- 
ries its own best 
salesman—the flux 
—inside the Sold- 
er. The user has 


Here’s the 
Complete Kester Line 
Kester Acid-Core Solder—for 
general repair use. 1,5 or 20 Ib. 
spools and Metal Me nder Pack- 
age. Kester Plastic kosin-Core 
Solder — used ae 5s 

Gosieteel and radio work. 

20 Ib. spools, Radio Sollies 
tae and 5 Ib. boxes of 18 
inch sticks. Also Kester Paste- 
Core Solder, Kester Radiator 
Solder, Body Solder, Bar Solder 
and Solid-Wire Solder for home 





and industrial use. 








your counter. 


Kester Solder Company 
4205 Wrightwood Ave., 
Chicago 
Eastern Plant: 
Newark, New Jersey 
Canada: 


Kester Solder Company | 


of Canada, Ltd., 
Brantford 








HELP UNEMPLOYMENT 


by purchasing U. S. products made by U.S. labor 
KESTER SOLDER IS 100% AMERICAN 
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AMERICAN SCREWS 





OUR customers will like the 
m7 way the sharp gimlet points 
is and clean cutting threads of 


py American Screws take hold — 

pe especially when they are being 

x driven from awkward positions. 

m1 As steady sellers at all seasons, 

we! as good will builders, as a 

year in and year out staple — 

there is no better hardware 

tte item than American Screws. 
FI S : You can do any job bet- 
mS 4* ter with American Screws 

woOoD TIRE STOVE MACHINE 

SCREWS 6OLTS BOLTS SCREWS 


AMERICAN SCREW CO 


PROVIDENCE,R.I.,U.S.A. 


WESTERN DEPOT,225 WEST RANDOLPH SL.CHICAGO.ILL. 


Put lt Together With Screws 
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DOUBLE X FLOOR CLEANER 
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Why 


Foolish question? 
Not at all! Here’s why: 


Soap and water or ordinary “removers” can’t dig 
down deep enough to whisk away all the wax, dirt, 
oil mop film and what-not imbedded in the floor. 
Only Double X can do that! 


For Double X is no commonplace cleaner or 
“remover.” It is a double-action compound that 
“removes” and bleaches in one operation —that 
swoops up every bit of grit and grime and leaves 
the surface slick and smooth. 


Best of all, this “first aid” as administered by 
Double X takes but a few minutes. Yet it saves 
hours! For it makes certain that when the varnish 
is put on, it will dry hard and dry jiffy-quick! 


No merchant likes to have people constantly 
dinning into his ear the same sad sing-song, “The 
varnish didn’t dry.” It isn’t your fault. It isn’t the 
fault of the varnish. It isn’t really the fault of the 
customer. But you get the blame just the same. 


Then why not use this simple plan that smart 
dealers the nation over are putting into practise: 
every time you sell a can of quick-drying varnish 
or enamel, sell Double X— even if it is only the 
4. ounce carton retailing for 25c. 


The cost is trifling compared with the’ 
results. Your customer will thank you for 
suggesting it. Your cash register will thank 
you. for ringing up another profit-item. 
And you will thank your lucky stars for 
having found a sure cure for that chronic 
complaint, “The varnish didn’t dry.” 


Made by the Schalk Chemical Company, 
357 E.Second Street, Los Angeles. Eastern 
Branch: 3932 S. Lincoln Street, Chicago. 





hour varnish 
hours to dry? 




















MATCHED PIECES | 
for EVERY REFRIGERATOR M Y |= RR Ss 


and KITCHEN USE 











DIFFERENT 
UTENSILS 


This opaque Glassware certainly rings the bell when it 
comes to fast selling merchandise. A utensil for every 
kitchen and refrigerator need. 


8 OF THE BEST SELLERS 
(86 Pieces) IN THIS 
INTRODUCTORY OFFER 





COST YOU 
ONLY 


No. Total Cost to $ 

Pieces Item Retail Store g 00 
20 4 Piece Shaker Set....... $15.00 
16 No. 257— 


6 Piece Refrigerator Set 12.00 
16 3 Piece Mixing Bowl Set.. 11.52 
6 Butter Box and Cover. . 1.62 
6 No.1Salt Bowland Cover 2.70 Half quantities at 
6 Quart Batter Jug........ 1.80 $25.00 for the package 
12 Sunkist Orange Reamer. . 2.40 Your margin 40% 
4 2Pc Jar Set Tea and Coffee 3.00 on your Selling Price 


Sold in Half Deals 


86 Units 


MSK EE comPany 


ESTABLISHED 1853 


1011 BULLET AVE. « » JEANNETTE, PA. 
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POWER 
CYLINDERS 


When installing power pumping 
equipment the problem of secur- 
ing ample volume from the source 
of supply frequently confronts the 
buyer. Small diameter wells prove 
troublesome. Often those of 
larger diameter will not permit of 
a single acting cylinder being used 
to secure the desired amount of 
water. Whether the well be of 
large or small diameter, the vol- 
ume of water to be pumped from 
it can be increased from sixty to 
seventy per cent by using a Myers 
Double Acting Power Working 
Cylinder. This one advantage 
alone has sold hundreds of them 
for Myers dealers. 


Other equally important fea- 
tures have popularized Myers 
Double Acting Power Working 
Cylinders among users the country 
over. Mechanical perfection. Su- 
perior performance. Fewer pump- 
ing hours. Smaller pumping units. 
Increased volume at lower costs 
from any source. If you sell and 
install deep well power pumps of 
any manufacture, this Myers Cyl- 
inder in a range of styles and sizes 
for almost any service will relieve 
you of most of your water volume 
problems. 


Your inquiry will receive prompt 
attention. 


THz F.E.MYERS & BRO.c¢e: 


ASHLAND, OHIO. 
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the Valspar 
Boiling Water Test 1 932 


the Super Valspar 
Boiling Oil Test 
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FOR ALL INSIDE AND OUTSIDE USES 


SUPER VALSPAR 


VARNISH - STAINS - ENAMELS 
STANDS 90.1% MORE HEAT AND WEAR 





[oe a 





SUPER VALSPAR | 
PASSES 10-POINT TEST! 
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* 
SPECIFICATIONS P. & B. TYPE G. & B, TYPE euete 
FOR MODERN GUM MODERN GUM - a 
IDEAL VARNISH VARNISH VARNISH VALSPAR en tests tor Quality—and only one 
a ions vEs ves = ideal Varnish that passes them all— | 
ll. QUICK DRYING NO YES YES es 
tll. COLOR PALENESS YES YES Super Valspar. The new, exclusive 
IV. BRUSHING ABILITY NO YES : ; 
V. BOWLING ON TEST = Valenite Process enables Valentine & 
age = Company again to set a new Quality 
Vil. ALKALI TEST YES 
i 4 ° a 
Vill, ALCOHOL TEST YES standard, just as “the Varnish that | 
IX. ADHESION TEST YES , hite”” Val 2 zi 
X. ACCEPTABLE ODOR YES Won't Turn White” put Valspar 25 
The ideal varnish should pass all these ten specifications. years ahead of competition in 1907. 


Super Valspar is the only varnish that passes every test. 


NEW PROFITS UNDER 5-POINT SALES PLAN 


With the introduction of this remarkable product, Valentine & Company 
offer a new 5-Point Sales Plan designed to meet the needs of the times. 
See how the 5-Point Sales Plan works for you: 


i Makes it possible for Valspar Dealers to increase profits on greatly reduced inventory. 


2 Doubles and trebles the effectiveness and selling power of store helps for dealers. 





3 Offers dealers the strongest window display service in the industry. 
4 Offers remarkable new campaign—distinctive and practical aids for every dealer's 
salesman. 


5 And finally—modernized Financial Plan to enable Valspar Dealers to meet present con- 
ditions. 











Speed your way out of the depression with 


Super this new super product— SUPER VALSPAR 


Take advantage of the new 5-Point Sales 
7 Plan that makes this possible. Let your Val- 
N spar Salesman show you how. Valentine & 


ALO. v. 9: PAT. OFF. Company, Makers of Valspar Finishes, 386. 
CLEAR anpin COLORS Fourth Avenue, New York City. 
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IS THE POPULAR TREND OF 











MODERN DOORS 














HIS principle of door action, which 

causes doors to glide up overhead, 
safe from damage and out of the way, 
has won universal acclaim. 


Extra floor space is now made available 
through the removal of the doors from 
their former obstructing location. Also, 
the danger of doors becoming acciden- 
tally injured by bumping or slamming is 
forever ended with the advent of the 


No. . DOOR 
900 Natiena SET 


of the opening. 
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These exceptional sets are stoutly constructed of finest 
materials and have exclusive features which promote 
their smooth, uninterrupted working efficiency. Quiet- 
acting springs perfectly counterbalance the weight of 
the doors. A slight pull on the lifting handle starts | 
the doors gliding up overhead, leaving full clearance 
Doors are furnished completely glazed. Hardware is 
mounted in place; installation is accurate and simple. 
Architects, builders and dealers everywhere are com- 
pletely sold on the merits of this worthy addition to 
the National Line of Builders’ Hardware. 
Write today for full particulars regarding this fast- 
selling door set and learn about the generous 
advertising help we furnish to promote its sale. a a a a ee oe 
National hardware 
is sold direct to the 
retail dealer—a policy 
that promotes quality, 
service and direct 
selling cooperation. 
NATIONAL MANUFACTURING COMPANY wanes 
ILLINOIS 
21 














RORERTSHAW 







NEW MODEL “’F’’ FOR TABLE 
TOP AND CONSOLE RANGES 
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move “x” |/ 
FOR CONSOLE RANGES \ 
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“AutomatiCook — 


with ROBERTSHAW 


e And win it now! 


e@ For more women are cooking 
their own meals than ever before. 


e@ And when a woman does her 
own kitchen work, she rightfully 
feels that she should have a 
modern range, equipped to help 
her in every possible way. 


@ That means a Robertshaw .. . 
the cooking control she knows 
most about through years of 
advertising and the good reports 
of her friends. 


e@ Dealers know this just as well as 
housewives ...and they also know 
that it doésn’t pay to handicap 
their selling work by trying to sell 
a range with a “just as good” oven 
control, no matter how alluring 
the price may seem. 

e With over 150 Robertshaw 
equipped brands to choose from, 
you can always offer the last 
word in real value and have the 
selling help of the Robértshaw 
behind every range you sell. 


The Robertshaw Lithographed Display will “dress up” your 
window or floor display. It’s free... . write for it now. 


ROBERTSHAW THERMOSTAT CO. 


YOUNGWOOD -- PA. 
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Creating an air of holiday excitement 

in the small business community with 

strings of lamps across the street at 
frequent intervals. 


By SAMUEL G. HIBBEN* 


HE American custom of cele- 
I brating all holiday occasions, 
and the incentive this gives to 
certain types of buying, suggests the 
consideration of seasonal decorative 
lighting. In the hearts of our pub- 
lic is found a subconscious mental re- 
action to features on feature days— 
one on which retail merchants can 
play their advertising and merchan- 
dising “spot lights.” Dressing up 
the exterior and interior of your 
store on national holidays attracts 
the attention of potential customers, 
and because it is in step with the 
times, pleases them. The illuminated 
motif is the center of most seasonal 
window trims. For example, the 
star and candles at Christmas; the 
lighted flags on the 4th, or the grin- 
ning pumpkins on Hallowe’en. The 
success of light as a holiday mer- 
chandising beacon grows more im- 
portant every year, particularly at 
Christmas time when decorations 
bolster the spirit of buying. 
Although decorating at Christmas 
time is a universal practice amone 
merchants, there are some who prob- 
ably do not get the most out of their 





*Manager, Commercial Engineering 
Dept., Westinghouse Lamp Company, 
Bloomfield, N. J 
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Ninth of a series of ar- 
ticles on lighting as ap- 
plied to retail stores, in 
cooperation with West- 
inghouse engineers. 
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efforts. The design of Christmas dec- 
orations demands careful planning in 
order to make a pleasing and effec- 
tive display. The daytime appear- 
ance should be just as attractive as 
at night when the use of colored 
lights exercises its fascinating in- 
fluence to carry the brunt of adver- 
tising responsibility. , 


Your Store Front a Magnet 


Before a merchant can naturally 
expect customers to enter his store he 
must attract them to his show win- 
dows. Hence, he must necessarily 
vie with neighboring stores when 
decorating the store front. Even 
though there is a general tightening 
of the grip on pocketbooks, there are 
many who will heed the colorful call 
of the show window when Dec. | 
turns up on the calendar. Will your 
store possess a magnetism to attract 
these potential customers? 

First of all, the nature of the 
store front determines the extent to 
which a merchant may decorate. A 
one story building might appear very 
effective with a single streamer of 














Electric candles and 
continuous holly 
top these wall cases. 





Here floodlighting illuminates the 

picture banked in trees, while 

strings of colored lamps carry the 
eye to the brilliant star. 


red and green material stretched 
across the front slightly above the 
show windows. Again, perhaps, a sin- 
gle wreath just over the entrance will 
make the exterior artistic. Growing 
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An effective column 
decoration. 





The large tree outlined in colored 
lamps and ornaments can be seen 
far down the street. 


still more elaborate, a tree mounted 
on the roof in such a way that it is 
visible from afar, will definitely 
mark your store during those days 
of hustle and bustle prior to Christ- 
mas. Specifically, use solid color, 
or blocks of it! If a rope or stream- 
er, several feet of green alternating 
with several feet of red or blue. In 
a wreath, all green, or at least not a 
mixture of all colors. 

The facade of a store located in 
a building of more than one story is 
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capable of an effective display of ex- 
tensive execution. If the building 
surface is of light color, for example, 
green foliage will provide an effec- 
tive contrast by day. For a dark- 
faced building facade, a lighter col- 
ored material—as silver, is more at- 
tractive. 

In applying light to his Christmas 
decorations, the merchant is governed 
first by the actual design, outlining 
what appears visible by day. Yet 
his display at night, although on a 
par with competitors during the day, 
may appear inferior because light is 
lacking. To correct this, floodlights 
may be projected on the store fagade, 
or a bell silhouette projected on 
window curtains. No stone must 
be left unturned, or lamp unlit, to 
capture the attention of the shoppers 
and get them to stop at your windows 
during this month when so much 
buying is done at night. 

The merchant should not assume 
that the measure of effectiveness of 
outdoor decorations on his store is 
determined by the quantity of mate- 
rial used. Sometimes the simplest 
decorations are the most impressive. 
For instance, silver rain and blue 
lamps make a most effective Christ- 
mas tree. Originality must have 
something to do with the success of 
the display also, since it is so easy 
to produce monotony with the run- 
of-mine decorations. 








Pendant lighting fixtures inside 
the store provide support for 
Christmas decorations. 


As the axis of all Christmas deco- 
rations, the tree lends itself to many 
adaptions. It is easy to conceive of 
a decorative design consisting solely 
of one or more trees, arranged and 
dressed so that, in power of attrac- 
tion, they give no ground to the deco- 
rations of neighboring competitors. 
For example, a large tree mounted 
over the doorway and attached to 
the building fagade would seem in- 
congruous. Trees should grow from 
some solid base. Better to use a large 
tree on the sidewalk with smaller 
ones arranged in stair-step fashion 
on either side. Of course, colorful 
trimmings are the power back of 
trees in the daytime just as spark- 
ling, colored lights fascinate onlook- 
ers at night. 


Appliqué Decorations 


In the realm of lighted decora- 
tions, a new practice is gaining mo- 
mentum for the exteriors of build- 
ings and stores. It is known as 
Appliqué Lighting, and consists of 
illuminated boxes of varied shapes, 
which may be placed to form an un- 
limited number of designs. 

These are of metal, made shallow, 
and contain sockets for 10 watt S-17 
Mazda bulbs. Over the face of each 
box is a colored sheet of glass or 
cello-glass. The outline of the boxes 
follow geometric shapes, such as cir- 
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Continuous holly 
with S-11, 10 watt 
lamps interwoven 
make attractive 
decoration for 
blank wall areas. 


cles, rectangles, crescents, diamonds, 
spear heads and bars. 

Capable of being moved about on 
the store front to form intriguing 
and colorful designs, they offer an 
excellent medium of lending dis- 
tinction to your store, particularly 
when the next door neighbor has 
decorated with wreaths, streamers, 
and evergreens. But from the stand- 
point of first cost, they are even 
more attractive. Their use does not 
end after Christmas, for they may 
be hung on any occasion when deco- 
rative lighting will mean more busi- 
ness. 


Light—the Guiding Star 
of Decorations 


Christmas time, more than any 
other holiday season, places much 
responsibility upon light. Since the 
Star of Bethlehem guided the Three 
Wise Men on their famous Biblical 
journey, light has forever spoken the 
language of Christmas. It was not 
long ago, however, when light could 
not be fully employed because of 
accompanying danger of fire. Now. 
with the many designs of incandes- 
cent lamps available, light is truly 
the guiding star of Christmas deco- 
rations. 

The axiom of retail merchandising 
which says that light draws atten- 
tion in direct ratio to the degree of 
colorful originality and harmony is 
particularly true in Christmas deco- 
rations. Where the store next door 
is decorated in an abundance of light, 
you will suffer inattention of cus- 
tomers unless you adopt means to 
place your name in the public eye. 
Elaborate decorations will not alone 
accomplish this result. The simple 
-but definite—use of lighted deco- 
ration is in better taste. ere is 
no danger of getting too much light, 
so long as it is controlled and does 
not throw objectionable glare into 
the eyes of the sidewalk crowds. 























Three simple methods of using 
exposed lamps in_ decorative 
designs. 


Indoor Displays No Less 
Important 


If the extent of decorating on the 
store front is measured, by the im- 
portance of getting people to stop at 
your show windows then deco- 
rations inside the store must be even 
more elaborate because these poten- 
tial customers are approaching the 
point of buying where they should 
receive increasing encouragement. 

With wall cases, columns, floor 
cases, lighting fixtures, and the 





ceiling forming an “easel,” the mer- 
chant finds more flexible conditions 
indoors for painting the decorative 
merchandising picture. Red and 
green may easily be strung from 
column to column or from wall case 
to lighting fixtures to portray the 
spirit of Christmas. But will the 
real buying public remember your 
store from day to day by simple red 
and green decorations strung about? 

Indoors the decorations have a 
closer relationship with the merchan- 
dising picture, and therefore deserve 
thorough consideration. Get away 
from the standard designs likely to 
be found in every other store along 
the block. No end of decorative 
materials now available make it 
easy to create new displays, and with 
the broad applications of light, there 
should be no occasion for a mer- 
chant to want for individuality in 
this display scheme. 

Using streamers in combination 
with wreaths and solid color, forms 
one means of relief from the ordi- 
nary. Small artificial trees, perhaps 
arranged along the top of wall cases, 
offer diversion. Another scheme has 
candles mounted on the tops of the 
wall cases, with a continuous line 
of holly. The candles may either 
burn continuously or flash on and 
off by means of flasher sockets for 
each string of eight lamps. 

It is a common thing to find retail 
stores utilizing pendant lighting 
fixtures as a support for streamers 
of Christmas decorative materials. 
Such a plan is satisfactory, but with- 

(Continued on page 56) 


Applique lighting with luminous boxes decorate the building facade. 
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Bust Among Ourselves 


steady decline in unemploy- 

ment in this country. At the 
close of October it was estimated that 
more than 500,000 previously unem- 
ployed went back to work. This 
brings the current unemployed total 
to 11,000,000, still a staggering num- 
ber. Confirming these figures, Wm. 
Green, president of the American 
Federation of Labor, is quoted as 
saying: “As an indication of sea- 
sonal business improvement these re- 
ports are encouraging. But as relief 
for the millions unemployed they 
show small progress indeed. Much 
of the work gained in the last three 
months has been only part time em- 
ployment. The September gain does 
not alter our estimate that at least 
13,000,000 will be out of work by 
January, 1933.” These are Ameri- 
can workmen, whose wages buy 
goods from American retail hard- 
ware merchants. If they do not 
have steady work and fair wages 
there is no possible chance for them 
to be our customers. They will not 
have work if American merchants 
persist in buying foreign made 


goods. 


Sees July there has been a 


—_ HA — 


The other night I walked through 
four chain stores in my home town. 
Naturally, I was particularly inter- 
ested in the merchandise that com- 
petes with hardware store lines. The 
amount of shoddy, cheaply made, 
poorly finished foreign made tools 
and miscellaneous hardware left an 
indelible impression on my mind. 
Girl clerks, who I am told receive 
$10 and $12 a week for working 
eight hours or more six days a week, 
chewed gum as they exchanged 
American money for foreign goods. 
The identifying “Germany,” “Swe- 
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by CHARLES J. HEALE 
Editor, Hardware Age 


den” or “Japan” is getting smaller 
and smaller, and is placed incon- 
spicuously on the goods. I did not 
find a single hardware item labeled 
“Made in Germany” or “Made in 
Japan,” merely the smallest possible 
“stamped in name” of the country 
from which the goods came. A 
breast drill had “Germany” stamped. 
yet almost hidden, underneath the 
handle. I had difficulty in finding it. 


_—— | 


Currently, I read in the news- 
papers that Japanese matches are be- 
ing dumped into this country with- 
out any indication of their source on 
the individual packages. The “Made 
in Japan” is on the outside of the 
shipping case, but not on the actual 
merchandise as displayed in stores. 
The Customs authorities have taken 
steps to stop such shipments unless 
individual packages are _ plainly 
marked “Made in Japan.” Else: 
where I read that American china 
and earthenware manufacturers are 
working on less than 25 per cent ca- 
pacity and that the American food 
chopper factories have reduced 
operations more than 80 per cent. 
The list is endless. Every example 
means American workmen out of 
work and out of the market to buy 
anything from retail hardware stores. 


—— HA —— 


We have boasted about our high 
standards of living, which gave us 
the prosperity we have known. 
American prosperity and American 
high standards of living go hand in 
hand—but both depend entirely on 
steady work and good wages for 
American workmen. If we as mer- 
chants do not buy the goods Ameri- 
cans make they cannot buy the goods 
we sell, This is not jingoism nor 


even patriotism, but the cold, hard 
facts that we must and do face, and 
we face these facts right now, 
whether we like it or not. 


HA 








In the parlance (alleged or movie 
version) of the racketeer, the 
American wholesaler or retailer who 
thinks he is “pulling a fast one” 
when he buys and features cheaper 
foreign made goods is actually 
“chiseling himself” out of future 


business. 
HA 








Last week I warned you about the 
widespread circulation of counterfeit 
$5, $10 and $20 bills and suggested 
that you obtain from your bank a 
list of serial numbers on_ these 
phoney moneys. Since that time | 
learn there’s a new racket started. 
A gang has prepared and is selling 
equally as phoney lists of the phoney 
money. Be sure you get your warn- 
ing on counterfeit bills from your 
bank or some other source you know 


to be reliable. 
A 





There are six full weeks of sales 
opportunity on Christmas gift mer- 
chandise. People will buy presents 
every year. The importance of 
practical gifts, in place of useless 
gimcracks, was’ never so great as it 
will be this year. That puts the 
hardware store in front place for a 
share of the existing holiday busi- 
ness. In good times or bad, the 
dealer who goes after what business 
there is will always get more than 
the fellow who sits back and waits 
for something to come to him. In 
this issue and in the next two there 
will be simple and practical sales 
building Christmas ideas. Please 
use them. 
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By SAUNDERS NORVELL 


T a dinner at the Atlantic City 
A convention | heard the presi- 
dent of one of our leading 

make the following re- 





jobbers 
marks: 

“There are ten million American 
citizens out of work. As an Ameri- 
can citizen it is my duty to do all I 
can to help give these unemployed 
work to do. I would not consider 
myself a patriotic citizen of the 
United States, and loyal to my coun- 
try’s flag, if I bought any foreign 
goods, when I could buy the same 
goods made in the United States. I 
will not buy such goods even if I 
can buy them cheaper than I can buy 
the American goods. If American 
lines cannot compete with these for- 
eign lines I would rather go out of 
business on such lines than import 
foreign goods. With me, this is not 
a matter of business, but is one of 
principle. It is a question of my 
conscience as an American citizen 
when I think of all the things my 
country has done for me.” 

The other gentlemen present at 
this dinner, all jobbers and manu- 
facturers, stopped and looked at him. 
Probably some of the gentlemen pres- 
ent had not given this question much 
thought. 

Every hardware man in this coun- 
try, every merchant, in fact, every 
American citizen should read the edi- 
torial in The Saturday Evening Post, 
“BUY AMERICAN,” of Oct. 22, 
1932. I am an omnivorous reader of 
papers, magazines and books. I read 
the Literary Digest. I read a little 
booklet called “The Reader’s Digest.” 
Most that is good that is printed in 
this country I read. Many outstand- 
ing articles and editorials are mailed 
to me by friends. I make these state- 
ments because I wish to say further 
that this article “BUY AMERICAN” 
in The Saturday Evening Post is the 
best editorial I have read in years. 

I have had considerable personal 
experience with foreigners, foreign 
goods and foreign travel. In the 
years past I have bought foreign 
goods. I have had large dealings 
with foreign manufacturers. I have 
personally gone shopping in the 


small and large stores of every Eu- 
ropean nation. I have crossed the 
ocean so many times I have for- 
gotten the number of trips I have 
made. I have met and talked with 
foreigners all over Europe, and there 
is not a word in this editorial in The 
Saturday Evening Post about think- 
ing American and buying American 
that I do not wholeheartedly endorse. 
If ever the truth was told clearly and 
definitely it is told in this editorial. 
If space would permit, I would like 
to quote freely from this editorial, 
but just to quote certain paragraphs 
would not give the full value of the 
editorial taken as a whole. Let me 
recommend to the hardware trade of 
the country that they write for this 
copy of The Saturday Evening Post 
and then that they sit down quietly, 
where they will not be disturbed, 
read this editorial and think it over 
and digest its contents fully. I have 
read this editorial since returning 
from Atlantic City and so I am send- 
ing a copy to the American job- 
ber I have quoted at the beginning 
of this article. 

At Atlantic City I met an old 
friend of mine—the manager of a 
manufacturing institution. “How are 
things?” I asked. “Fine,” he an- 
swered with a smile. “I have had 
my salary cut in half. We have re- 
duced our force of employees 50 per 
cent. We have had three cuts in 
wages in our factory. We have been 
compelled to do these things to keep 
out of the hands of the sheriff, and 
a lot of our good old friends, among 
the jobbers and retail dealers, are 
buying foreign goods in our line that 
are being dumped on the American 
market. In times past our company 
have done these jobbers and retailers 
many favors. When they were hard 
up we have extended their accounts. 
We have helped them in sales. We 
have protected them by not selling 
through irregular competitors. All 
these things they accepted from us 
in good times. Now in bad times. 
when we need every dollar’s worth 
of business we can get to keep our 
factory open, they are placing their 
orders with foreign concerns.” 





Take for instance a staple item like 
the Mazda lamp. This lamp has cer- 
tainly been sold on a sales plan that 
gives a fair profit to jobbers and re- 
tailers. By patent control the cut- 
ting of prices by pirates was elimi- 
nated. Now, what happens? The 
Japanese are bringing in an inferior 
lamp. This lamp can only be sold 
at cut prices. Stop and think of 
American dealers buying and encour- 
aging the sale of these cheap, inferior 
Japanese lamps. Such a thing is hard 
to believe, but ask the dealers in 
Mazda lamps. 

Have you heard anything about 
the “Buy British” idea? Don’t you 
know it is a matter of honor that a 
Britisher, both in Great Britain and 
all of their Colonies, buy British. 
What was the Ottawa conference all 
about? It was to emphasize and put 
over the idea that Britishers in all 
parts of the world should buy British 
goods. 

When a Britisher comes to Amer- 
ica does he travel on a French ship? 
Not if he knows it. It is a matter of 
honor with him to travel on a British 
ship. This is also true of the French. 
the Germans, the Italians and all 
other shipping nations. But what do 
Americans do about American ships? 
It is only necessary to read the pa- 
pers of the list of the departing and 
arriving American travelers, who 
travel on foreign ships. 

The Chinese may be dumb, but 
they have learned one thing, and that 
is the value of the boycott. When the 
Chinese boycotted Japanese goods 
there was something doing. The 
Japanese backed up their merchants 
and salesmen with battleships and 
armies. 

In India Gandhi and his followers 
know the value of the boycott. 
They just stopped buying English 
goods and soon from the Viceroy of 
India clear down to the lowest offi- 
cial they were trying to make peace 
with Gandhi and his followers. 

The word boycott hasn’t a pleasant 
sound, but after all it simply means 
that each one of us has the right with 
our own money to buy, or not to buy. 
any goods we please. That is clearly 
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within our rights. But if we exer- 
cise this clear right then it is called 
a boycott, and this name must have 
been coined and given its unpleasant 
significance by the people who were 
boycotted. 

Someone having read so far in this 
article might say that why not be 
more specific, why not tell us about 
the goods that are being imported at 
this time into the United States in 
large quantities? To this I will an- 
swer that upon inquiry I find that 
large quantities of shovels, tools, steel 
goods, wire products, rolled steel, 
aluminum ware and enamel ware are 
being imported, and are playing 
havoc with many of our manufac- 
turers. 

It is reported that the General 
Electric Company has closed one of 
its plants and laid off many of its 
employees at other plants due to the 
inroads Japanese electric lamp bulbs 
have made in their total sales. 

Of course, I can visualize the read- 
er of this article who will say if the 
American manufacturer cannot com- 
pete then he should shut down. I 
have at hand tables of wages paid in 
various industries in various foreign 
countries. These wages, of course, 
vary greatly for different kinds of 
work, but all of them are far lower 
than the wages paid in the United 
States for the same work. In most 
cases one-fourth and one-fifth as 
much as American wages. 

Then another reader will say all 
this is fine, but with our automatic 
American machinery we can offset 
the difference in wages. That may 
be true in a few cases, but it is also 
true that in many industries in Eu- 
rope they are now using either 
American automatic machinery in 
their factories, or imitations of 
American machinery. The hearings 
that have been held before the Tariff 
Commission are full of information 
on this subject. Take for instance a 
certain gun patented in America, but 
manufactured in Europe and sold in 
this country. The labor in manufac- 
turing this gun is about 80 per cent 
of the cost of the gun, the remaining 
20 per cent being material used. The 
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labor in the foreign country where 
this gun is made, according to actual 
records, costs just one-fifth of what 
the same kind of labor is paid in this 
country. Back of the whole problem 
is the cost of labor, and the cost of 
labor, of course, is based upon the 
standards of living in the various 
countries. 

The United States was the first 
country to grasp the idea of mass 
production. By mass production, 
costs were reduced and better goods 
were sold at much lower prices. Eu- 
rope, however, has now also grasped 
the idea of mass production. For 
instance, take the shoe industry. In 
Czecho-Slovakia recently the head of 
one great shoe manufacturing plant 
was killed near his factory when his 
airplane fell. This manufacturer 
came to the United States, studied 
American  shoemaking practices, 
worked as a hand in an American 
factory, imported American shoe ma- 
chinery to Czecho-Slovakia, started 
mass manufacturing in shoes in that 
country, sold his shoes all over Eu- 
rope and then came back to the 
United States, quoting prices that 
were impossible for American shoe 
manufacturers to meet on this type 
of shoes as long as they paid Ameri- 
can prices for labor. Prices paid for 
labor in Czecho-Slovakia are the low- 
est in Europe. 

Another disagreeable side to the 
situation from the standpoint of the 
regular jobber and the independent 
retailer is in the fact that these for- 
eign sellers naturally wish to get 
quick sales in large volume at the 
lowest selling cost. They, therefore, 
first seek mail order houses and chain 
stores and an examination of the 
stocks and the goods offered by some 
of these houses indicate clearly that 
they are encouraging these foreign 
manufacturers. After having made 
arrangements with this class of dis- 
tributors then these foreign salesmen 
seek the business of regular jobbers 
and after that they go direct to the 
larger class of retail dealers. They 
sell their goods not on quality, but 
strictly on price. There is no price 
protection. No sales help. No ad- 
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vertising. Nothing but a certain 
character of goods at a certain price. 
To meet this class of competition an 
American manufacturer, of course, 
would have to sell on the same basis; 
next to no overhead expense (cut out 
more employees), no advertising, no 
organization of salesmen (cut out 
more employees), no price protec- 
tion. Does the American jobber and 
retailer wish business done on such 
a basis? It is a self-apparent fact, 
however, that if the American hard- 
ware jobbers and independent retail- 
ers encourage this class of foreign 
selling the American manufacturer in 
order to meet the situation must com- 
pletely change his sales methods; 
and put his business, regardless of 
every other consideration, on a low 
price basis. This, of course, means 
all down the line a change in the 
high American standards of doing 
business, further reduction in wages, 
further reduction in the number of 
employees, with an inevitable re- 
duction in the American standard of 
quality in manufacturing. 

In the last analysis the American 
consumer may receive a cheaper ar- 
ticle, but he will receive a poorer 
article and more thousands of 
American citizens now making a de- 
cent living, under American stand- 
ards, will be out of jobs. It is a fine 
thing to have an international mind. 
I, myself, have even been accused of 
having that kind of a mind, but when 
one studies just what foreign nations 
are doing to advance their interests 
and to protect themselves, and when 
one also studies how little American 
spirit we have in dealing with the 
same problem, it is clearly about 
time for all of us, both those with 
international minds and those with 
the plain garden variety, to think 
over the situation before placing or- 
ders for foreign goods. As the gen- 
tleman said at the dinner, we should 
figure out before we place such or- 
ders just what kind of Americans we 
are, how much we care for the pros- 
perity of our country and how much 
we are interested in our fellow 
American citizens who are willing to 
work, but who are tramping the 
streets hopelessly in search of a job. 
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Vandervoort Hdw. Co., Lansing, Mich. 


Let’s Get Window Circulation 


VER hear of window circula- 
tion? Newspapers get their 
circulation, large or small, by 
their attractiveness and interest to 
readers. It is just that way with 
windows. Suppose you begin to- 
day, become the editor of your 
medium of expression—edit your 
window displays. You can make a 


real success of it if you will give it 
the thought and attention it deserves. 
And, boy, you’ll have a heap of fun. 

To use another simile let us ask: 
What would you think of a news- 
paper that was printed on paper so 
dark and muddy that you could 
scarcely read it? Yet, that is what 
some windows are like. They are so 


poorly lighted and carelessly ar- 
ranged that they are uninteresting 
from the start, no matter what the 
quality or the price of the merchan- 
dise. So to approximate the clean 
white paper of the publication, let us 
have bright, clean windows. They 
make for easy “reading” and convic- 
tion. People. will believe what you 


Duncan & Goodell Co., Worcester, Mass. 
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have to say as editor of a clean win- 
dow. 

Your newspaper plays up the im- 
portant things, but finds an appropri- 
ate place for the little happenings, 
too. It talks of seasonal things and 
those that interest most of its readers. 
You can do just that in editing a 
window display. If you are among 
the many who have adopted the use 
of the HarpwareE AGE original win- 
dow display suggestions you will 
have noticed that they are arranged 
in that attractive rotation which 
takes care of these needs. This 
week’s suggestions, for instance, fea- 
ture Thanksgiving and fall sporting 
goods. 

The Hardware Interchangeable 
Display Fixtures are used. Both 
windows have the same unit arrange- 
ment. The main panels at the back 
are three No. 1 units. The semi-cir- 
cular piece is a No. 4. The floor 
plateaux are Nos. 1 and 2 with ends 
of No. 3 units. A sheet of instruc- 
tions for building these fixtures is 
available for the asking. It will en- 
able you to build them yourself or 
have them made inexpensively. 

These fixtures permit a large num- 
ber of different arrangements that 
make the installation of a window 
easily accomplished. 

A novel idea was incorporated in 
the Thanksgiving window of Francis 
Bros., Reading, Mass., shown on this 
page. The menu card lists: Cel- 
ery, choicest hickory (hickory han- 
dles); Olives (beads); Beets (Dew- 
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ings chalk) ; Onions (paper, white) ; 
mashed potatoes (plaster Paris) ; 
Squash (yellow ochre); Roast Ver- 
mont Turkey (a football, deflated) ; 
Cider (linseed oil). 

This merchant was simply supply- 
ing the humor so necessary in a 
newspaper to return to our simile. 
The humor column puts people in 
the receptive frame of mind where the 
advertising (your merchandise) gets 
across a definite message. 

O.K., Mr. Editor, let’s go after 


window circulation! 
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HARDWARE AGE Believes:— 


1—With proper cost control, distribution 
from manufacturer -to-wholesaler -to- retailer 
will continue the economical and practical 
method for merchandising most hardware 
lines. 


2—Retailers should focus their effort and 
thinking more on selling than on buying, and 
should concentrate their buying in the fewest 
possible sources of supply. Sales opportuni- 
ties should govern purchases. 


3—tThe wholesaler function cannot be elimi- 
nated, though distribution costs could and 
should be reduced. Cooperative buying 
transfers but does not eliminate the jobbing 
function and its costs. In most cases, co- 
operative groups could work successfully 
with existing wholesaler machinery, if all fac- 
tors observe rigidly the conditions required 
in a cooperative group. A compromise may 
be the further development of jobber owned 
retail stores or dealer owned jobbing plants. 


4—Price competition will always be a vital 
factor in retailing, but permanent success de- 
mands a new appreciation of quality mer- 
chandise. Added costs that do not carry with 
them added value to the consumer should be 
eliminated. Manufacturers’ suggested resale 
prices should provide adequate margins for 
both wholesaler and retailer, giving full con- 
sideration to required stock investment and to 
frequency of turnover. Manufacturers whio 
aim to distribute mainly through hardware 
channels should avoid price discrimination in 
favor of chain store and mail order com- 
panies. If they furnish such outlets with 
competitive grade products at special prices 


‘they should offer their regular distributors the 


same goods on the same basis. 


5—The basic problems of retail hardware 
dealers are: to get more people into their 
stores; to provide a store in which service, 
variety of goods and values encourage pat- 
ronage; to facilitate second or extra sales by 


grouping related merchandise together; to 
promote aggressively the sale of more higher 
price units to offset the narrow margins of 
many small sales which are neti from 
hardware retailing, and to develop outside 
selling. 


6—Hardware dealers should promote the 
sale of all related specialties which have a 
profitable market, but not to the detriment 
of standard backbone lines such as tools, 
builder’s hardware, housefurnishings, paints, 
etc. With proper balance of effort and think- 
ing, specialties should help sell staples and 
vice versa. 


7—The hardware store should resume the 
mechanical services which- formerly centered 
there: tinsmith and sheet metal shopwork, 
sharpening scissors, skates, lawn mowers and 
edge tools; making keys, fixing locks, put- 
ting in window glass, miscellaneous simple 
repairs, etc. Such services are profitable 
and attract customers. 


8—A few strictly cash-and-carry retail hard- 
ware stores can succeed. For the majority of 
stores, a sane credit and installment selling 
basis is desirable. American consumers ex- 
pect such extra service plus deliveries, partic- 
ularly when they buy higher value units. 


9—Window and interior displays should in- 
clude visible, value-creating price cards, and 
a’higher standard of lighting. Window dis- 
plays and interior lay-outs (particularly table 
displays) call for frequent change. 


10—Hardware merchants should give more 
attention to selecting and training sales per- 
sonnel. This means regular store meetings 
and constant use of helps offered by business 
papers, trade associations and traveling sales- 
men. Experienced employees should share au- 
thority and responsibility. 


11—Merchants and employees should adapt 
all useful methods practised by chain stores, 
mail order houses and other competitors. 


With full confidence in the future of the hardware 
business, HARDWARE AGE dedicates its editorial efforts 
to the principles embodied in these eleven points. 
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Mlore Trade Comment on the 
Hardware Age Plattorm 


Jounson City, Tenn.—I read your 
Harpware AcE regularly. In fact, it is 
the only hardware publication that I do 
read regularly. 

The Harpware Ace Platform particular- 
ly appealed to me and I have read it care- 
fully and the principles presented have our 
full approval and support. 


J. A. Summers, Manager, 
Summers Hardware Company 





PertH Ampoy, N. J.—We have read 
with a great deal of interest the HARDWARE 
Ace Platform. We heartily agree with 
every plank, with the possible exception of 
No. 7, and that, we believe, too, would be 
advantageous to the smaller dealers. 

We think that you ha : covered the re- 
tail problem thoroughly in this platform 
and wish you luck in putting the propa- 
ganda over. 


R. D. Howe tt, Secretary-Treasurer, 
Perth Amboy Hardware Company 





PHILADELPHIA, Pa.—We subscribe 100 
per cent to the principles of the HARDWARE 
Ace Platform. We have read and reread 
this platform and studied and considered 
it from many angles, and we believe that 
it meets fully the requirements .of the hard- 
ware industry, and if observed alike by 
retailer, jobber and manufacturer, many 
of our troubles will be eliminated and the 
industry benefited greatly by the observ- 
ance of these principles. 

It has been our conviction for some time 
that the lack of interest and failure to 
feature tools by the hardware merchants 
has contributed very largely to reduced 
volume on this line. The adoption of Arti- 
cle 6, we believe, would help in many in- 
stances to reestablish the hardware dealers 
in the lines mentioned. 

I shall appreciate twenty-five (25) copies 
to send to our sales crganization. 

G. W. Eckuart, Manager of Salaes 

Hardware Division, 
Henry Disston & Sons, Inc. 





Orrumwa, Iowa.—I have gone over the 
Hari ware AcE Platform very carefully and 
believe you have presented in condensed 
form practically all of the important points 
in connection with the manufacture and 
distribution of hardware. 

As wholesalers we have endeavored and 
will continue to try to carry out the sug- 
gestions for cheaper and more effective 
distribution. We believe that if all 
branches of the trade would concentrate 
on an observance of the HarpwarE AGE 
Platform the industry would soon occupy 
an impregnable position. 

C. S. Harper, 


Harper & McIntire Company 
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Ryan, lowa.—Your new 1932 HARDWARE 
Ace “Who Makes It” is great, as is the 
HarpwareE AcE Platform. We are for it 
100 per cent and want ‘ take this oppor- 
tunity to thank you very kindly for this 
publication, which we will use many times 
to great advantage. 

McE.tiotr HarpwareE Company. 





Bay City, Micu.—We are in receipt of 
Harpware AcE for Sept. 29, which we 
very much appreciate. 

I have carefully read the platform and 
O. K. each one from 1 to 11 inclusive. 


R. V. Munpy, President, 
Bay City Hardware Company 





Burrato, N. Y.—It must have taken a 
good deal of time and careful thought to 


bring forward the good points contained 
in the Harpware Ace Platform. At any 
rate, I hasten to congratulate you and to 
tell you that as far as our views are con- 
cerned we are heartily in accord with all 
the eleven points. 

Without ostentation of any kind we 
have for the past few years endeavored to 
serve the hardware dealer who is patroniz- 
ing us in many different ways, and believe 
the results have been very beneficial. 

Obviously the jobber who knows he is 
being patronized by a dealer to the fullest 
possible extent can, and will without doubt, 
give him every advantage possible to sup- 
port him in his efforts to maintain or bet- 
ter his trade against all the obstacles that 
have arisen from the various forms of com- 
petition. 

These are days when it is very difficult 








to plan any set move because of shifting 
conditions daily, but we have it in our 
minds to further increase when and wher- 
ever possible our support to the hardware 
merchant who is making a valiant fight 
against the mail order houses, chain stores 
and every other competitor who is trying 
to encroach on his preserves. 

Of course you are aware that in spite 
of the conditions that have prevailed, many 
of our hardware dealers have modernized 
their stores to no small degree. Added to 
this a more keen appreciation of window 
displays, better pricing methods and many 
other improvements have been noted by 
everyone who travels in this and the ad- 
joining States. 

These are all signs of improved ideas in 
which we believe the associations and 
Harpware AGE have played no small part. 


When the upward march begins we are 
sure that the independent hardware mer- 
chant will take his rightful place in the 
community and through modern methods in 
the conduct of his business deserve the 
patronage of the community he is serving. 

Again, please let me emphasize my ap- 
proval of your platform, which I do not 
think can be improved upon in any par- 
ticular. 


SHELTON WEED, President, 
Weed & Company 


MILWAUKEE, Wis.—I was very much in- 
terested, indeed, in the HARDWARE AGE 
Platform. I have read it over very care- 
fully and believe you have stated accurate- 
ly all the points bearing out the contentions 
of the hardware jobber as to the most eco- 
nomic method of distribution of merchan- 
dise from the manufacturer to the con- 
sumer in the hardware channels. 

I wish to commend Harpware AGE for 
its definite stand and believe that the clear 
statement will have a very wholesome ef- 
fect in the industry. 

Epwarp F. Prirztarr, Secretary, 
John Pritzlaff Hardware Company 


Auspurn, N. Y.—I most heartily sub- 
scribe to the principles of the HarpwARE 
Ace Platform. I personally and the com- 
pany with which I am associated are whole- 
heartedly in favor of the program of dis- 
tribution through the legitimate trade 
channels, believing it is the most economi- 
cal method of distribution for the manu- 
facturer and the consumer. 

More power to you in your work. Keep 
drilling along these lines, not only all 
summer like Grant’s campaign, but all sum- 
mer and all winter too. 


S. G. Russet, Sales Manager, 
Columbian Rope Company 


Hastincs, Nes.—Commenting on_ the 
Harpware Ace Platform, can only say that 
the entire platform meets my hearty ap- 
proval, and if the principles enunciated 
therein were only followed it would ele- 
vate the entire business and improve condi- 
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tions beyond the most sanguine expecta- 
tions. 
W. R. Snyper, Vice-President, 
W. M. Dutton & Sons Company 


New Britain, Conn.—l believe each of 
the eleven items in the Harpware AGE 
Platform is fundamentally sound, but I am 
naturally rather delicate about taking the 
liberty of suggesting to our good custom- 
ers how they should dispose of their mer- 
chandise. 

I particularly like Article No. 10, which 
seems to me to point out a way by which 
the hardware dealer can obtain and main- 
tain an advantage over his competition. 


G. E. Kimsa.t, President, 
The American Hardware Corporation 


Hotyokr, Mass.—I was very much in- 
terested in reading the Harpware Aci 
Platform. I suppose the title was dictated 
to you by the political campaign. “Plat- 
form” usually brings to my mind some- 
thing hastily constructed out of two by 
fours with light flooring for a reviewing 
stand or for a speaker’s rostrum. 

Your eleven points are so fundamentally 
sound that I feel they could much more 
appropriately be named “foundation” than 
“platform.” Certainly the dealer could 
build with the right material and good 
craftsmanship a very substantial structure 
on the firm foundation which you have laid 
down. 

Congratulations and kind personal re- 
gards! 

Rost. Russett.. 
J. Russell & Co., Inc. 


Lexincron, Mass.—The writer wishes to 
congratulate you on the Harpware AGE 
Platform. 

The man who put together this plat- 
form must have been “through the mill.” 
It is certainly a platform that the hard- 
ware merchant should study with care and 
take pains to adapt these recommendations 
to his local conditions. If he did so his 
profits would certainly in¢rease and there 
would be more enjoyment in doing busi- 
ness. 

R. O. Garpner, Mgr. Seed Dept., 


Joseph Breck & Son 


St. Paut, Minn.—There are many good 
points in the HarpwarE AGE Platform. 

I think, however, that the time has ar- 
rived to put more stress upon what an 
article will do rather than the price of it. 

The American Telephone and Telegraph 
Company, the Pennsylvania Railroad and 
the larger manual training schools prefer 
to pay more for tools which last longer 
and do better work. 

In the hardware store a quality item 
should be shown alongside of every com- 
petitive item. 

The mass display idea has been over- 
done. The investment is too great. The 
goods become soiied from handling and 
dust. Many customers do not want bargain 
counter stuff. 


In one very successful hardware store 
price signs were conspicuous by their ab- 
sence. There were instead such signs as 
“if the house carpenter would use more 
sandpaper in preparing the surface before 
painting, the result would often be im- 
proved 100 per cent.” “Buy sandpaper 
with every can of paint.” “Use sandpaper 
with the grain.” Not a word about price, 
hut sales were so large that the wisdom of 
this method was clearly demonstrated. 

In another store where a quality tool was 
shown side by side of a competitive one. 
the sales of the better tool were twenty 
times as large as on the competitive one. 
The “loss leader” idea is not only unprof- 
itable, but unethical and is passing rapidly 
from the picture. 

Henry B. Hatt, 
Farwell, Ozmun, Kirk & Company 


Rockmart, Ga.—We have received your 
Sept. 29 issue of Harpware Ace, Directory 
Number, and have been enjoying it very 
much indeed. We have read and reread 


your eleven point platform, and will use our 
every effort to ‘adopt it verbatim. 

We are constant readers of the Harp- 
warE AGE, and look forward to each issue. 
We find it has been a wonderful help to 
us in solving many of the problems that 
come up from time to time. 


We have been right here in the same 
town and the same building for thirty years 
and have seen lots of the old ones come 
and go, but it has been our policy to de- 
pend upon the jobber for our source of 
supply, and we will say that some of them 
have stood by us through thick and thin, 
and we appreciate it, too; we have some 
mighty loyal friends among the jobbers. 

We read a great deal about the retailer 
trying to sidestep the jobber and go direct 
to the manufacturer, but it can’t be done 
under present business methods; the re- 
tailer don’t have sufficient turnover to buy 
the jobbing quantities that are necessary, 
and from my experience too many retail- 
ers overbuy in order to try to save an ex- 
tra 5 or 10 per cent, but before he can 
move it off his shelves it has cost him sev- 
eral 10 per cents. 

As I see it the retailer needs the job- 
ber, and I am sure the jobber needs the 
retailer and the manufacturer needs the 
jobber, so it is an endless chain. 

I am mighty sorry to see the 10 cent 
stores and the drug stores cutting in on 
the legitimate hardware items, which they 
specialize on at about cost, and, after all, 
the manufacturer is not benefited as I can 
see, for they do not really create any great 
demand for such commodities. 

I cannot believe it is the best policy for 
the hardware store to go to strictly cash 
and carry, but, on the other hand, he has 
to keep abreast of the times by having 
such monthly payment plans and _ notes 
suitable for such merchandising, and he 
must pretty well know his trade. 

We are finding things hard down this 
way, as well as everybody else, but we are 
hoping conditions will improve soon, so 
we are trying to stay close to the shore. 

E. R. Morcan, 
Morgan Hardware Company 
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Homes of 
Tomorrow 


ROBABLY no single factor is 

more important to the pros- 

perity of a country than its 
building industry. It embraces ~ 
wide range of basic industrial activ- 
ity. In this country, between 1920 
and 1931 more than two billion 
dollars were spent in_ residential 
building alone. This represents 
about 40 per cent of the money 
poured into the entire building in- 
dustry. Following other depressions, 
the building industry has been 
revived or stimulated either by such 
outside causes as shifting popula- 
tions, easily available funds or 
speculation due to better general 
conditions. This depression finds 
responsible and competent people 
endeavoring to find a cure for the 
ailing industry. 

The prescription appears to be in 
decidedly lowered construction costs 
through elimination of wasteful 
methods. It has been charged that 
the building of homes is the only 
major industry whose methods are 
those of the ancients. Building of 
residences one by one, paying of 
individual profits to contractors 
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One of the lower 
priced houses de- 
signed by the 
Ferro Enamel 
Corporation, 
Cleveland, Ohio, 
for use in _ so- 
called _ blighted 
areas. This house 
ean be produced 
for about $3,000. 


Will home building pro- 
vide America’s next great 
industrial revival? New 
methods, new designs, new 
materials say Yes! 


(such percentages of profit figured 
on the cost of laying bricks one by 
one, cutting and fitting materials on 
the site, etc.) are regarded as the 
virus that has laid the construction 
giant low. It has made second mort- 
gages, discounted at as much as 15 
per cent to 30 per cent, necessary to 
produce an ordinary dwelling of the 
present type. 


Successful Experiments 


or a number of years experiments 
have been made to correct some of 
these faults, and with some notable 
success, as, for instance that of the 
Metropolitan Life Insurance Com- 
pany in New York City. They pro- 
duced homes that have been profit- 
able at $9 a room. This was achieved 
largely through the elimination of 
individual transactions and _ profits, 
although employing many present 
day building methods. 

Doubtless all these experiments 
have played a part in the develop- 
ment that is now about to take a long 
step forward. This brings us to the 





mass production of houses, sometimes 
likened to the production of auto- 
mobiles—though this is hardly an 
accomplished fact as yet. 

A frameless steel house has been 
produced in a Cleveland, Ohio, 
suburb by the Insulated Steel Com- 
pany of Cleveland, in cooperation 
with the American Rolling Mill Com- 
pany of Middletown, Ohio. The 
walls are assembled in large sections, 
room wide and story high, with win- 
dow and door frames in place. The 
complete walls weigh slightly more 
than two pounds per square foot and 
are made of 20 gage steel sheets 
pressed lengthwise in Z shape, giving 
rigid strength and forming channels 
two by six inches, (see illustration). 
They are hauled to the job like stage 
scenery. Erected a floor at a time. 
no scaffolding nor extension ladders 
are necessary, and although a large 
house, only one welding outfit and 
two workmen were necessary for its 
erection. 

There are many features in this 
house that do not permit description 
in this article, but it is pointed out 
that the aim of this demonstration 
was not to produce a standardized 
house—but to perfect a new method 
of construction that can he accom- 


Assembling wall sections of the steel 

house produced by Insulated Steel, 

Inc., in cooperation wih the Ameri- 

ean Rolling Mill Company. Below 

is the construction detail of the 
floor and wall units. 
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modated to almost any type of archi- 
tecture. 

It is held that the future purchaser 
of a house will select his dwelling 
in much the same way as he chooses 
his automobile. However, it is ad- 
mitted that sentiment for the present 
type of home is too well entrenched 
to expect too sudden a revolution. 
Efforts up to now have been centered 
on the reduction of costs. The devel- 
opment of designs will not be long 
in following. 

Another experiment which has at- 
tracted much attention is a house 
built by the Ferro Enamel Corpora- 
tion, of Cleveland. It has a steel 
frame by Truscon, and one of the 
outstanding features is the exterior 
of steel-enamel shingles. Dull finish 
and available in any color or texture, 
these are said to be truly beautiful. 
The objective here has been to prod- 
uce a fire-safe house, the mainte- 
nance of which will be a minimum. 

While various manufacturers have 
apparently concentrated upon using 


their own products exclusively, ““Gen- 
eral Houses Inc., Chicago,” says 
Fortune, “proposes to be what its 
name implies, a group of great man- 
ufacturers to be associated as pro- 
ducers of essential materials with a 
central coordinating and merchan- 
dising company which supplies in 
addition to its executive services, na- 
tional advertising, architectural and 
engineering direction, legal counsel, 
credit facilities and such expert ad- 
vice as is required in regard to land- 
scape architecture, group planning, 
domestic science, interior decora- 
tion, color and the like . . the 
corporation will change its house 
types as experience and experiment 
suggest, and will develop, not only 
low cost houses but row houses and 
larger, higher grade houses. 

The group’s roll includes Pullman 
Car & Manufacturing Corp., the Con- 
crete Engineering Co. the Container 
Corp. of America, the Curtis Com- 
panies, Inc., the General Electric Co., 
the Pittsburgh Plate Glass Co., the 





American Radiator & Standard Sani- 
tary Corp., and Thomas A. Edison, 
Inc.” 

The potential market for these 
homes, which will be produced for 
as little as $3,500, and which will 
include modern heating and venti- 
lating, is great. When it is remem- 
bered that the entire purchase can be 
taken care of with one mortgage and 
the total payments made as low as 
$30 per month, it is apparent that 
hundreds of thousands now living in 
antiquated, uncomfortable, rented 
quarters, as well as those who at 
present must live in apartments, will 
readily enter the home owners’ ranks. 
It is also to be remembered that the 
low cost of owning a home of the 
near future will permit a large part 
of the owner’s salary to become avail- 
able for the purchase of the products 
of other factories. Thus we see that 
a modernized homebuilding industry 
is the root of most of our future 
prosperity. 


The Retailer’s Remedy 


Los ANGELES, CaL.—Quite a bit 
of intelligence on the one hand and 
lack of intelligence on the other has 
been injected into the much-discussed 
question of chain store competition. 
The retail hardware merchants—the 
majority of them—are seeking relief, 
looking-for an avenue of escape from 
the competition of mail order houses. 
This combination will go on until the 
retail hardware merchant and the 
jobber force the manufacturer to cor- 
rect the error—the abuse. The root 
of the evil seems to be the greed and 
questionable wisdom of some manu- 
facturers selling the mail order 
houses at the same or better prices 
than those at which they sell the 
hardware jobber. 

If the retailer wishes to destroy or 
to lessen the evil he will bring into 
life and activity the exact and only 
remedy within his reach. The man- 
ufacturer who sells the same goods 
to both the mail order houses and 
the hardware jobbers at generally a 
better set-up for the chain store 
fellow is the fox in the hen-roost. 
To this fellow the retailer should 
give his attention. The retailer knows 
pretty well who these manufacturers 
are. If he hasn’t a list, he can get 
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(A Letter to the Editor) 


one if he tries. Quite within his 
rights, the retailer should ask the 
jobber or his representative, “Do you 
buy and sell so and so’s product? 
If you do, I don’t want it, and fur- 
ther, I don’t mean maybe. You 
can’t sell it to me!”—and see the 
reaction. 

No one is quite so timid as the 
jobber anticipating the loss of a 
good customer. He will quickly 
seek the reason, and rest assured, he 
will corect it. It is within the 
power of the retailer to overcome 
the evil of the manufacturer selling 
the direct-to-you institutions at prices 
ruinous to the retail merchant, and 
ruinous to the jobber, too, for that 
matter. This double-barreled manu- 
facturer uses one barrel to shoot the 
price to the chain store gent, and the 
other barrel to shoot the con to the 
hardware jobber. 

You will accomplish something 
worthwhile for your industry if you 
insist that your source of supply 
cease to buy from the manufacturer 
who sells outside the regular chan- 
nels of trade, creating for you an 
impossible situation. Taking away 
from the double-barreled manufac- 
turer the enormous business of the 


retailer and the jobber throughout 
the country would curtail his output 
to such an extent that his costs would 
automatically soar so high he would 
be stopped from selling the mail 
order and other institutions of the 
same character at prices enabling 
them to be your troublesome com- 
petitors. 

To see what is right and not do 
it is lack of ordinary courage. It 
is better to.meet danger than to flee 
from it, or wait for it. Do your full 
duty to yourself and to your indus- 
try. Become enthusiastic. Nothing 
is so contagious as enthusiasm. To 
gain your point, if you are right, 
turn things upside down if necessary. 
Things do not turn up in this world 
until somebody turns them up. The 
entire solution of this question is 
dependent on what you choose to do. 
Are you going to sell the goods of 
the manufacturer who deals only with 
the hardware trade or are you going 
to be indifferent to your own inter- 
ests and handle the product of the 
manufacturer who habitually feeds 
out of two mangers? 

It is up to you, Mr. Retailer! 


J. A. Riorpan, 
J. A. Riordan Co., Inc. 
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The mass display plan is used by the 
Otto Herrmann store in Brooklyn, N.Y. 


They Went After 
the Toy Business 


and— 


ORE than fifteeen thousand 
M dollars’ worth of toys, games, 
dolls and wheel goods were 

sold in November and December of 
last year by Otto Herrmann, Inc., 
2743 Myrtle Avenue, Glendale, N. 
Y. With mass window displays, a 
living Santa Claus and hand deliv- 
ered circulars, the Herrmann Toy- 
land made this fine showing in a 
suburban section of New York City. 
A Santa Claus is hired. He uses 

a costume belonging to the com- 
pany, and walks the streets, for two 
weeks prior to Christmas, with sand- 
wich signs telling that he is from 
Herrmann’s store. Each day he dis- 
tributes twenty-five gift cards to boys 
and girls picked at random. The 
card reads, “Present This Card at 
Otto Herrmann’s Toyland, 2743 
Myrtle Avenue, and Receive a 
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Christmas Gift Left There for You 
by Santa Claus.” Inexpensive sou- 
venirs are given in exchange. 
Sometimes Santa Claus stands in 
front of the store, beside a miniature 
chimney, but he never enters the 
store, as that would cause a flock of 
youngsters to swarm the place. 


Santa Talks to the Kiddies 


As Santa Claus answers the kid- 
dies’ questions and asks them what 
they wish for Christmas, many 
parents take their children to Herr- 
mann’s, thus saving them the neces- 
sity of traveling to the large down- 
town department stores with their 
huge crowds of Christmas shoppers. 
In addition they carry such a wide 
number of toy lines that complete toy 
shopping for the holiday season may 


be done at that store. More than 
250 lines of toys, games, dolls and 
wheel goods were handled in Toy- 
land for the 1931 Christmas season. 


Plenty of Toy Displays 


Both of the store’s large display 
windows and a large part of the dis- 
play tables inside the store are 
occupied by toys for boys and girls 
of all ages and types. Prices are 
plainly marked on each item in the 
display windows. Because of the 
diversified line it is necessary to use 
mass displays, showing numerous 
items in each window and on each 
table. 

Early in December of each year 
about 20,000 circulars are distrib- 
uted in a radius of ten miles, calling 
attention to some of the toy, game, 
doll and wheel goods lines handled 
at Herrmann’s Toyland. Part of the 
circular, which is a four-page job, 
with numerous illustrations, calls at- 
tention to electrical goods and house- 
hold utensils, etc., of interest to 
adults, Parents are told that free 
deliveries will be made anywhere. 
For out of town shipments the store 
will pay freight or express charges. 
The store’s two trucks carry signs 
telling about Toyland. 

Herrmann’s hold Christmas mer- 
chandise on payment of a deposit. 
They guarantee toys against defects 
not caused by abuse. During the 
year boys about fifteen years of age, 
with a mechanical bent, are paid a 
small sum to go and fix wheel goods 
and certain types of toys which have 
developed defects. Tips give them 
a pretty fair sum of money for their 
work. From the Christmas season 
on, a good business is done in the 
sale of wheel goods accessories, such 
as horns, lamps and bells. 

In addition to Santa Claus and the 
other trade-attracting methods, the 
windows are painted with appropri- 
ate Christmas decorations. 

Games and wheel goods are the 
best moving items of the Christmas 
lines for children. An assortment 
of six dozen dolls is put in for the 
holiday season. Although toy and 
game lines from 25 cents to $10 in 
value are stocked, the dollar items 
are found to be the best sellers. 

(Continued on page 54) 
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By J. A. WARREN 
Associate Editor, Hardware Age 


ANY hardware dealers are 
M this year taking advantage 

of the slackening of competi- 
tion for the existing holiday trade. 
Frankly, there are retailers in all 
fields who will make little or no bid 
for the Christmas business of 1932, 
but it must be remembered that in 
spite of the fact that people say they 
will not spend money on gifts, they 
almost invariably do when the festive 
season draws closer. Many a dealer 
can recall the loss of much business 
at the last minute, due to the fear of 
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conditions and the fact that he did 
not prepare for selling. 

People will have their Christmas 
celebrations. They always have done 
so, and 1932 will be no exception. 
There may be a different type of mer- 
chandise in demand, people may be 
more critical of value and demand 
gifts of utility, but that will work to 
the hardware merchant’s advantage 
rather than against it. The hardware 
store has more useful gifts than most 
of its competitors for the Christmas 
dollar. Here is a suggestion: 

Set aside a prominent part of the 
store as a special Christmas gift sec- 


In a prominent posi- 
tion in the store an en- 
trance to the gift depart- 
ment can be erected 
without great cost. Within 
can be assembled many 
items taken from your 
regular stock. If desired 
these can be supple- 
mented by new and inter- 
esting items that add to 
the Christmas appeal. 


(~~ This Christmas Will 
: as, Call tor Practical Gifts 


tion. If you can get a carpenter 
whose charges are reasonable (or 
who owes you some money) to erect 
an entrance like the one illustrated, 
so much the better. Some one on the 
staff may be “handy” enough to do 
this bit of building without difficulty. 
There is something about a setting 
of this kind that whips up interest in 
the merchandise, even though you 
display only goods from the regular 
stock. Right here is a thought worth 
considering at this time. You can 
stock up this special Christmas dis- 
play with items from your store, dis- 
play them in an attractive way with 
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holly and plenty of Christmas color, 
work out appealing packages that 
suggest gifts and stress the utility 
features of the merchandise and the 
necessity for gifts that satisfy. 

A few new items to “sweeten up” 
the display will help a great deal. 
Take a quick “mental inventory” of 
the entire store for items that may be 
included in your Christmas display. 
You will be surprised to find there 
many that have escaped your notice 
for too long and with the proper 
polishing and dressing up can be 
made to serve as 1932 gifts. 

Certainly this effort will not be 
expensive, nothing can be lost and 
everything is to be gained by it. 
Under no circumstances let the 
Christmas season pass without proper 
recognition of it by your store. Even 
though your sales are not nearly up 
to other years the show should be put 
on as usual to identify your store as 
a live one. The plan suggested above 
will enable you to do it inexpen- 
sively. 

Among the dealers who will this 
year carry on the Christmas spirit is 
Herbert M. Lawrence, Lexington, 
Mass., who expects his holiday trade 
to start about the first of December. 
He believes that many people will 
buy at home this year instead of in 


Here is a clever motion display for store or window. 


the cities. He has put in a selected 
lot of toys, will feature electrical 
table appliances, as well as heaters 
and stoves. Beginning Dec. 1, Mr. 
Lawrence starts his Christmas adver- 
tising in both local papers. He 
banks heavily on the value of en- 
thusiasm in his Christmas merchan- 
dising. 

H. W. Sinsel, Cameron, W. Va., 
offers his trade china and dinner- 
ware, glassware and goods of that 
nature in addition to the regular 
hardware lines that lend themselves 
to gift appeal. 

A. M. Hannaford, of the Elyria 
Hardware Co., Elyria, Ohio, expects 
his full sale of worth while hardware 
gifts. Oct. 20, holiday goods are 
brought out front and pushed. 

Burlingame & Darbys, North 
Adams, Mass., may have some lower 
price ranges but they ‘will see to it 
that the value is high. Their range 
will run from 25c. to $40. They in- 
clude manicure sets and toilet sets in 
addition to regular lines. 

L. W. Bunnell, Clark’s Summit, 
Pa., will start the Christmas window 
display Dec. 1, and will mail an il- 
lustrated circular to children. In ad- 
dition to regular lines Mr. Bunnell 
will buy more oven glassware and 
such gifts of utility. 


F. L. Voliva, Belhaven, N. C., ex- 
pects to make a fine showing and 
press the Christmas line hard. 

“There is no nicer Christmas pres- 
ent than hardware if it is dressed up 
to harmonize with the Christmas 
spirit,” says L. W. McNatt, Wayne, 
Neb., who finds in scanning his stock 
that he has hundreds of useful ar- 
ticles that can be moved at Christ- 
mas time. Mr. McNatt believes that 
a time like the present is the oppor- 
tunity the hardware man needs to 
sell the idea of useful gifts. He will 
dress up the old store by Dec. 1 and 
work, work, work. 

Nelson & Suennen, Hudson, Wis., 
report that business is very good and 
they intend to make an effort to hold 
it on this plane throughout the bal- 
ance of the year. They will spend 
more than ever on decorations, win- 
dow trim and advertising, and have 
added a complete line of toys, dolls, 
games and popular priced gift items, 
such as they have never stocked be- | 
fore. 

Utility items for household use 
and some toys of the medium price 
range will form the greater port of 
the Christmas stock A. L. Thomas & 
Co., Independence, Ore., who state 
that they will carry an item each of 

(Continued on page 54) 
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BRONA HARDWARE (/ SUPPLY CO._| 





2737 THIRD AVENUE,NEW YORK CITY 


TELEPHONE 


CARROEUND UM PAPERS Om DORETS & POLLS Dear Birt 

CUNT BRONTE BUWONOS 

STANLEY TOOL 6 nasow Ane Our bookkeeper has just put on my desk, 
weLiaans WRENONES a list of new customers who have started buying 


from us during the last month. I guese there are 


vaneomascuc tens thirty or forty on the list. b 

ene It makes me feel rather happy. You know, ry 
ae business can't stand still. SBither it goes 

pense ahead or it slips back. So long as we get new 


customers we'll go 


Now these new names, these new customers, 
have some reasons for starting to buy their hard- 
wacos soar sunmues ware from us. Some because they can get what they 
want from our large and varied stock, some because 
they like our service, and some because they get 


Craone Prece weet bargains. 
ee However, your name is not on this list of 
soe aceteemcggmaaal new customers. I wonder why? We really want your 


sanous business, We believe that you will benefit from 
trading with us, just as much as we will benefit 


POOROLSON Sat 

Grvnan® Tweet oes from getting your business. 

PUREE serememeOs OTS 

Karetor SPAN TOOK BONES I hope that when the next list of new cus- 
Comme SCREWS 6 80'S tomers is put on my desk--your name will be on it. , 


Very truly yours, 


BRONX HARDWARE & SUPPLY CO. 
Ivnior 








EVERYTHING IN 


a 





BRONX HARDWARE ¢/SUPPLY CO_| 


y! ep 
fe 2737 THIRD AVENUE,NEW YORK CITY 
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HAROWARES MOTT HAVER & 
1076+77-78 















Dear Friend! 


Some people consider business as a 
where you take all you can, and give as little as 
possible in return. Very often such ideas result 
in millionaires. = 


We here, at the Bronx Hardware & Bupply 
Company, don't ever expect to become millionaires, 
We work our business on a somewhat different basis. 
It has always been our policy to give a dollar's 
worth of merchandise for every dollar we received. 


When you bought your hardware here, a 
short time ago, you no doubt received the impression 
that we were giving you as much es we could for what 
you paid. We have been doing business in this same 
way for over twenty years. We don't t to change. 


We get pleasure out of business, doing it honestly. 
We aleo get a lot of satisfied customers. 


These are two most important things to 
have! They are more important than just money! 


Thank you! 
Very truly yours, 
BRONX HARDWARE & BUPPLY Co, 
Junior 
IBIBD 


OUR BUSINESS I8 BASED ON SERVICE. 








A series of well-written sales letters 
like these turned the trick for the Bronx 


Hardware & Supply Co. 


cen $15.000 Paint 
Sales 


Direct Mail 
Advertising 


AINT sales of the Bronx 

Hardware & Supply Co., 

New York City, for the past 
year amounted to $15,000, 
whereas four and a half years ago 
there was not a can of paint in 
this hardware store. This vol- 
ume of business is derived from 
men and women who do their own 
painting in the home, as well as 
from professional painters, com- 
mercial firms, office buildings and 
automobile paint shops. To meet 
the steadily increasing demand 
for paint commodities, the store 
carries complete lines of brushes, 
varnishes, lacquers, oils, thinners, 
paints for inside and outside 
walls, woodwork and cement, 
roof paints, spray paints, spray 
machines, abrasives and all other 
painting equipment. 

The important contributing factors 
in the successful sales of these prod- 
ucts are (1) an all year round direct 
mail advertising campaign for both 
paints and hardware, (2) an intelli- 
gent study and classification of the 
immediate market, (3) aggressiveness 
in capitalizing on the opportunities 
present, (4) a carefully preserved 
reputation for prompt service and de- 
livery in any amount anywhere, (5) 
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the employment of a technical sales- 
‘man who serves in the capacity of ad- 
visor on color schemes, and the use, 
preparation, and application of house 
paints and automobile spray paint 
and equipment, and (6) intelligent 
leadership manifested in the merchan- 
dising of paint and hardware by I. 
Biltchik who is now running the busi- 
ness started by his father in 1906. 
Mr. Biltchik, who is referred to as 
“Junior” by the firm’s 28 employees, 
unhesitatingly spends hundreds of 
dollars yearly on direct mail adver- 
tising, including a house organ, firm 
in his belief that it pays. 

“I studied our territory in an at- 
tempt to visualize the paint market,” 
says Biltchik, “and realized that the 
successful sale of paint and equip- 
ment could be accomplished with a 
steady direct mail advertising cam- 
paign. The first efforts in this kind 
of advertising proved so satisfactory 
that direct mail activities have been 
extended to cover hardware products 
as well as paints. 

“This mailing campaign carried on 
throughout the year is the most im- 
portant part of our merchandising 
plan. Practically all of the direct 
mail material is prepared for twelve 
months in advance, with the excep- 
tion of special pieces of seasonable 
matter. Sales letters help us do a 
real selling job by emphasizing the 
quality, economy, and reliability of 
our paints. We don’t expect our let- 
ters to sell our merchandise for us. 
We think sales letters should serve 
to bring our name and our product 
before the prospective customer and 
induce that person to come into the 
store. Then we make the sale face to 
face with the customer. 

“Our direct mail activities are di- 
vided into two parts. In the first, 
sales letters are sent out to special 
lists made up of customers and di- 
vided into trades or industries. Clas- 
sified very broadly, there are 75 dif- 
ferent kinds of businesses buying 
their requirements from us. We have 
among our customers railroad supply 
houses, janitor supply houses and all 
sorts of specialized businesses. Each 
of the 75 lines has its own special 
problems, its special hardware and 
paint needs, and each looks to us to 
supply that need. We also make up 
a group of mailing lists including 
private homes, apartment houses, 
commercial properties, automobile 
paint, shops, painting contractors, 
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garages, builders, etc. Their names 
and addresses are obtained from the 
business telephone directories. 

“The second part of our advertis- 
ing activity is a general mailing cam- 
paign to housewives and home own- 
ers, and to businesses too difficult to 
classify into separate mailing lists. 
In this campaign we send out a gen- 
eral sales letter, whereas, in covering 
our mailing lists separately, letters 
are addressed specifically to the indi- 
vidual we want to reach. These careful 
classifications and listings of names, 
addresses, and businesses are desir- 
able in order to eliminate waste and 
save time. We try not to make up 
promiscuous lists. Too many deal- 
ers send out literature to the wrong 
people. We find it much more sensi- 
ble and profitable to carefully classi- 
fy our lists and send our literature to 
selected prospects. 


Seven Kinds of Letters 


“Seven kinds of direct mailing mat- 
ter are sent out regularly once a 
month. They are (1) letters to cash 
customers, (2) letters to charge ac- 
counts, (3) letters to prospective cus- 
tomers, (4) letters to ‘dead’ accounts, 
(5) one cent post cards, (6) blotters 
for advertising purposes, and (7) 
‘Hardware Chats’ house organ. No 
bill or statement is ever sent out with- 
out including a circular advertising 
paints and hardware. 

“Letters to cash customers and to 
charge accounts are designed to sell 
the customer more goods, and to in- 
terest the customer in special prod- 
ucts which we already know they use. 
A descriptive circular is also enclosed 
with these letters. The third type of 
letter mailed to new prospects is de- 
signed to interest that prospect in 
visiting the Bronx Hardware & Sup- 
ply Company, rather than attempting 
to sell merchandise. Letters to dead 
accounts are written to convince them 
that they ought to come back. We 
remind lost accounts that their failure 
to buy at our store is bad for both of 
us. We admit that we are losing by 
not selling to them, but we also re- 
mind them that they are losing by 
not buying from us. As such a state- 
ment demands proof, we invite delin- 
quent customers to pay our store a 
visit and let us convince them that 
they should continue to buy our mer- 
chandise. 

“One cent post cards are our 
strongest bid for selling customers 


through the mail. These cards, 
mailed regularly once a month, are 
written specifically with the idea of 
selling merchandise. At more fre- 
quent intervals, other cards are 
mailed advertising a special or sea- 
sonable item. A typical card reads, 
‘This Saturday a demonstration of 
leakproof paint that stops any leak 
on any kind of roof will be given all 
day. The demonstration is free. 
Come down and visit the perform- 
ance.’ On the bottom of each card is 
the slogan, ‘Our business is based on 
service.’ These special cards are sent 
out to customers and prospects whom 
we are certain have some use for the 
advertised product. The cards pro- 
duce excellent results. They have 
the same favorable reaction experi- 
enced when a friend phones or writes, 
‘Say, come on down. I have some- 
thing interesting for you!’ Blotters 
are also mailed out monthly to all 
our lists. Each mailing advertises a 
different featured item for the month. 
Wholesale paint and hardware houses 
arrange the set-ups for us and we 
have the printing done ourselves. 

“Last, we send the house organ, 
‘Hardware Chats’ to all our mailing 
lists each month. The four page 
house organ is written to amuse and 
interest the reader as well as sell. 
Short notices about our business poli- 
cies, business subjects and news items 
generally serve to make up the read- 
ing matter on the first three pages. 
The back page is devoted to adver- 
tising special seasonable paint and 
hardware products. Illustrations are 
procured for us by wholesalers. 

“Definite proof of the profitable re- 
turns we get from direct mail adver- 
tising lies in the fact that we mail 
sales literature to automobile painters 
and paint shops, and as a result we 
do the largest retail spray paint and 
equipment business in the borough of 
the Bronx of New York. Further- 
more, we have made _ permanent 
friends of painters because of their 
appreciation for the expert advice on 
automobile spray painting which we 
are able to give them. 

“As a matter of fact the Bronx 
Hardware & Supply Co. prides itself 
on the service given to customers. 
Our failure to maintain satisfactory 
service would undoubtedly result in 
our losing the greater part of our 
business. Here are several examples 
of our service and standing with our 
customers. Four or five calls have 
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come in recently for emery cloth. We 
are the only concern in the Bronx 
which carries every grade of this ma- 
terial, and people come to us because 
they know we always have it in stock. 
As another example, we had several 
calls lately for a certain bronze prod- 
uct for which we are the sole local 
agents. People trying to get this 
product elsewhere finally learn that 
we carry it by phoning the manufac- 
turer, or when we send them our ad- 
vertising matter. That is one reason 
why we think it so important to ad- 
vertise. Deliveries are made imme- 
diately in any quantity. By carrying 
such items as these in our stock we 
are able to do business that other 
hardware stores lose because they are 
not properly stocked or advertised. 
“To further facilitate our service, 
we always have on hand a plentiful 
supply of color cards, paint samples, 
and booklets on the preparation and 
application of paints. Price lists are 
kept by the phones for convenience in 
giving our customers immediate in- 
formation on prices. We never hesi- 
tate to push paint whenever a cus- 


tomer calls, inviting the party to visit 
us for a demonstration of a particular 
paint product. 

“One out of every three customers 
who comes to the Bronx Hardware & 
Supply Company, comes because he 
is seeking something he cannot get 
elsewhere, and because our prices are 
right and our service is prompt. And 
they come from such places as 
Yonkers, Mount Vernon, and West- 
chester. Direct mail advertising has 
enabled us to reach those customers 
and convince them that our concern 
is more than an ordinary hardware 
and paint store.” 

Although the direct mail advertis- 
ing activities are only a part of the 
merchandising plan upon which the 
business of the Bronx Hardware & 
Supply Company is conducted, they 
are an important part directly re- 
sponsible for increasing the volume of 
paint sales from nothing to $15,000 
a year. The entire merchandising 
plan (analyzed in the second para- 
graph of this article) should be care- 
fully studied by every hardware and 
paint dealer. 





How To Increase the Average Sale 


T isn’t always the number of sales 

that reveals the worth of a sales- 
man to the store. If the sales are 
small individually, the cost of mak- 
ing them may eat up all the profits. 
What he should aim for is a goodly 
number of sales with a fair average 
amount per sale. Too many single 
unit sales of small value will drag 
down the average to a non-profitable 
basis. 

If, however, a salesman is serving 
a reasonable number of customers 
daily, his best method of increasing 
his value to his employer is to in- 
crease his average sale. By increas- 
ing the amount of the average sale 
only a few cents he will bring about 
a very perceptible increase in net 
profits. Naturally, if a salesman 
shows a heavier net profit than his 
fellows, he is entitled to a larger 
salary. 

How is a salesman to go about in- 
creasing his average sale? There are 
many ways, but the first one is the 
suggesting of additional items which 
‘the customer can use to advantage. 
No real salesman ever says: “Will 
that be all?” He knows that such a 
question invites a negative answer. 
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Instead, he invites the customer to 
look at some article which he be- 
lieves will have a special appeal to 
that customer. He is also careful to 
make his suggestion immediately af- 
ter the first sale is made, and before 
the article purchased has been 
wrapped up and handed over. His 
reason for this is that when a first 
sale has been completed the custom- 
er’s mind balks at going through the 
whole operation again. Before the 
first sale is fully completed, the cus- 
tomer is still in a buying mood and 
can be influenced to add to his orig- 
inal purchase. 

Another way to increase the aver- 
age sale is to sell a larger quantity 
than the customer has in mind. Sup- 
pose the customer calls for one flat 
file. The salesman can show him the 
need of several different styles of 
files and sell him a flat file, a taper 
file, a half-round file and perhaps a 
round one or a rasp. If a woman 
asks for a dozen clothes pins, it is 
usually easy to sell her several 
dozen, etc. 

Still another way to increase the 
average sales is to sell something of 
better quality than called for. This 








is largely a matter of showing the 
better article and comparing it with 
the one called for, being sure to show 
clearly why it is a better purchase. 
In doing this, the salesman must be 
very careful not to knock the first 
article, as by so doing he may lose 
the sale entirely should the customer 
not care for the better value. 

One of the most common methods 
of increasing the average sale is to 
suggest articles which can be used in 
conjunction with the first purchase. 
These are called companion articles, 
and should be displayed together so 
that customers will be reminded of 
needs. Such arrangement also makes 
it easy for the salesman to make 
proper suggestions. It is always well 
to study articles which go together, 
and the sale of one naturally sug- 


_gests the sale of the others. Get the 


commoner groups firmly fixed in 
your mind, and your sales will quick- 
ly increase. 

Call attention to new goods. All 
human beings are curious. They like 
to see new things and to own them. 
They never resent having their atten- 
tion called to something new or 
novel. Often they consider it a com- 
pliment. Watch for shipments of new 
articles. Find out all you can about 
them, and then see that the attention 
of every customer is called to them. 
This system is always productive of 
increased sales. 

Suggest to the owner or manager 
of the store that displays of goods 
which sell readily by suggestion be 
arranged near the cash _ register. 
Change these displays as to goods 
and arrangement frequently. While 
you are making change, the customer 
will often stop to look at some of 
the articles on the display. That is 
your opportunity to tactfully suggest 
adding the article to the original pur- 
chase. 

There are other ways of increas- 
ing the average sale, and a little study 
of the subject will bring them to your 
mind. The main thing is to put them 
to work. You have the greatest of 
incentives for doing so, as increas- 
ing your average sale is sure to in- 
crease profits, and only through in- 
creased profits can increased salaries 
be obtained. In addition, the increas- 
ing of the average sale will increase 
your ability to sell, and your ability 
to sell is YOUR stock in trade. 
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Information regarding sources of supply as provided readers of Harpware AcE by the Who Makes It Editor is here 
presented as an aid to others in the trade who may be seeking the same articles. The inquiries reproduced have been 
selected because of their general interest to hardware merchants and buyers. 


Who Makes It? 


BLAIRSVILLE, Pa.: Where can we 
buy Hartz Mountain canaries?— 
S. D. Stiffey & Sons. 

ANSWER: Henry Bartels, Inc., 
206 Fulton St., New York, N. Y.; 
Odenwald Bird Co., 6 Cooper 
Square, New York, N. Y., and Paul- 
Mark Co., 1133 Broadway, New 
York, N. Y. 


* * * 


PompPaNo, F.La.: Furnish names 
and addresses of manufacturers 
making needle and holder, used by 
fruit packers to hold paper in place. 
—Sunylan Hardware Co. 

ANSWER: C. S. Osborne & Co., 
Box 183, Newark, N. J.; Beardsley 
& Walcott Mfg. Co., Waterville, 
Conn., and Torrington Co., Torring- 
ton, Conn. 

* * * 


BLooMVILLE, OHIO: Where can 
an inexpensive hemstitching attach- 
ment that will make a picoted edge 
be purchased?—F. D. Spitler & 
Son. 

ANSWER: Standard Sewing Ma- 
chine Co., 6402 Cedar Ave., Cleve- 
land, Ohio; Singer Sewing Machine 
Co., Elizabethport, N. J., and Wil- 
cox & Gibbs Sewing Machine Co., 
658 Broadway, New York, N. Y. 


* * * 


SouDERTON, Pa.: Provide address 
of the Miller Oil Stove Co.—Souder 
& Crouthamel. 

ANSWER: Edward Miller & Co., 
Meriden, Conn. 


* * * 


Newark, N. J.: Where can fibre 
grips for paint cans be purchased? 
—J. Heller & Son. 

ANSWER: Spaulding Fibre Co., 
Tonawanda, N. Y., and Wilmington 
Fibre Specialty Co., E. Wilmington, 
Del. 

* * * 

Lopez, Pa.: Who makes the Fil- 
terette, a device for eliminating 
radio interference caused by electric 
motors?—Dyer’s Hardware. 
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ANSWER: Deutschmann Tobe 
Corp., Canton, Mass. i 


* * * 


Newton, N. J.: Who makes Fries’ 
cream whips?—Wm. W. Woodward 
Hardware Co. 

ANSWER: Geo. Fries’ Sons, 222 
S. Front St., Philadelphia, Pa. 


* * * 


Tuxepo Park, N. Y.: Who makes 
Beetle Ware?—Oram & Barnes, Inc. 

ANSWER: Beetle Ware Corp., 
535 Fifth Ave., New York, N. Y. 


* * * 


Tutsa, OKLA.: What firm serves 
as the U. S. distributor of the Rolls 
safety razor?—Gates Hardware Co. 

ANSWER: Lee & Schiffer, Inc., 
305 E. 42d St., New York, N. Y. 


* * * 


Bronx, N. Y.: Furnish names and 
addresses of several manufacturers 
of fender hammers and fender tools. 
—Automotive Specialties Co. 

ANSWER: Stanley Works, New 
Britain, Conn.; Fairmount Tool & 
Forging Co., 10611 Quincy Ave., 
Cleveland, Ohio; Trimont Mfg. Co. 
(Roxbury), Boston, Mass.; Peck, 
Stow & Wilcox Co., Southington, 
Conn., and Cincinnati Tool Co., 
Montgomery Road, Cincinnati, Ohio. 


* * * 


Americus, GA.: Where can we 
obtain repairs for the Everite oil 
cook stove?—C. O. Niles. 

ANSWER: Globe Machine & 
Stamping Co., Cleveland, Ohio. 


* * * 


Mitrorp Center, Ou10: Furnish 
name and address of the manufac- 
turer of Louden hay carriers, etc.— 
Taylor Hardware Co. 


ANSWER: Louden Machinery 
Co., Fairfield, Towa. 
* * * 


GreaT Neck, L. I., N. Y.: Who 
makes Bison brand glue?—File- 
man’s Hardware Co. 

ANSWER: Henry Wilhelm Co., 
Pittsburgh, Pa. 


CuiFton Force, Va.: Who makes 
the Sterling electric iron?—Syden- 
stricker Hardware Co. 

ANSWER: Sterling Machinery & 
Stamping Co., Wellington, Ohio. 


* * * 


Ausurn, N. Y.: Who makes the 
Buffalo bread slicer—new model ?— 
Woodruff & Murphy. 

ANSWER: John E. Smith Sons 
Co., Buffalo, N. Y. 


* * * 


RUTHERFORD, N. J.: Advise name 
and address of the manufacturer of 


the Nustone garbage receiver.— 
The Dow Hardware Co. 
ANSWER: Nustone Products 
Corp., Union City, N. J. 
& * * 


ASHLAND, N. H.: Who makes the 


Columbia lawn mower?—O. A. 
Brown. 
ANSWER: American Lawn 
Mower Co., Muncie, Ind. 
* * . 


Wasuincton, D. C.: Who makes 
the Zoalite infra-red lamp?—J. 
Frank Campbell. 

ANSWER: The Burdick Corp., 
Milton, Wis. 

Mamaroneck, N. Y.: Where can 
we buy brass letters and numerals, 
one-half inch in size, or smaller ?— 
Mamaroneck Hardware Corp. 

ANSWER: .H. W. Knight & Son, 
Seneca Falls, N. Y. 


* * * 


GREENWICH, CoNN.: Furnish ad- 
dress of the firm making James au- 
tomatic watering troughs for barns. 
—Greenwich Hardware Co. 

ANSWER: James Mfg. Co., 
Fort Atkinson, Wis. Branch fac- 
tory is located at Elmira, N. Y. 


* * * 


MitwavukeEk, Wis.; Provide street 
address of the Magic Polish Co., 
New York City, makers of silver 
and pewter polish.—Phillip Gross 
Hardware & Supply Co. 

ANSWER: 1150 Broadway. 
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HARDWARE AGE 
ADVERTISING 
SERVICE 


Christmas 
Stockings 
Inexpensively 
at 


(STORE NAME 
HERE) 


Parents owe their children the 
happy memories that TOYS will 
give them. For a little money 
you can make your children have 
just as grand a Christmas as they 
ever had. Let us show you how 
it is done. Visit the toy depart- 
ment. Here are a few of the 
items, but there are hundreds 
more. 














CC2 


DOLLS—Every little girl not 
only loves a doll, but needs one to 
bring out and develop the sweet- 
ness and affection of her charac- 
ter. Our do!ls may be diessed and 
undressed, washed and combed— 
they are lifelike and will bring 
delight to the heart of the little 
women. Movable arms and legs, 
large pretty eyes and bodies are 
OUTOREIY MAGES .....cccccssvece 0.00 














CC3 

TOYS for the TINY TOTS— 
Teddy Bears, stuffed and rubber 
animals for the entertainment of 
the very young members of the 
family. Strong to stand the 
racket, natural looking eyes, soft 
and cuddly, baby can’t hurt him- 
SE Eo bv caciscsakens 0.00 
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WHEEL GOODS—High grade 
bicycles and velocipedes, autos, 
coasters, wagons, etc. All strong- 
ly made and good looking. They 
help build strong bodies for the 
boys. These are gifts that last a 
long time. Prices range from.0.00 


Your Store Name Here 


AOA NRO: 





HARDWARE AGE 


ADVERTISING FEATURE 
You Can Fill 





HOW TO USE 


The illustrations, layouts and ads supplied with this service are especially 
planned to help every hardware store make its advertising more practical 
and effective by the liberal use of human interest illustrations. Copy is 
always supplied in so far as it is practical for use by all of our clients. 

The description and pricing of the items must necessarily be left to the in- 
dividual store in most cases. In writing the descriptions to give to your 
printer with the supplied ad layout, keep in mind that brief, to the point 
descriptions are the most effective. The style, size, colors, unusual features 
or special economies effected by the use of the item should be given. 
If greatly reduced. it is sometimes desirable to show former as well as 
reduced price. If any question arises concerning the use of these ads, write 
us. You'll find us willing to help you sell more hardware at all times. 


HOW TO ORDER CUTS 


If you have local stereotyping facilities, request the complete sets of mats 
of all the advertising illustrations on these two pages, inclosing your check 
for $1.25. If you need mounted cuts order them by number given under each 
cut, listing the numbers in a column. Figure the charge of 35c. for each cut 
when less than ten cuts are ordered; when ordering,ten cuts or more figure 
the charge at 30c. for each cut ordered. Inclose check with order, please— 
this saves bookkeeping of small amounts. 

Your local printer can furnish you with “Stock Cuts” for use with most of 
these ads: or can have an engraver make line cuts direct from these pages. 
You will also find it practical to obtain specific trade mark cuts featuring 
the actual brand and models of the merchandise you handle. Your jobber 
can help you get such cuts from the manufacturer whose lines you sell. 


Send all orders to 


HARDWARE AGE ADVERTISING SERVICE 
239 W. 39th St. New York City 





Ai a fe id F or F AT H E R 
Wiats 


and The BOYS 


Every man and boy should have a 
hobby. Something different from every 
day work. You can bring years of 
contentment to dad and incidentally 
a lot of much needed repairs and ad- 
ditional conveniences if you start him 
off with a set of tools. A dandy gift 
from the whole family. Every man 
likes a home workshop. Let dad in on 
the Christmas joy. 

Have you a corner in the basement 
or attic? We have the things to make 
it more attractive to the boys than the 
street corners are. Exercisers, boxing 
gloves, punching bags. They keep the 
men and boys healthy through exercise 
too. 


(List Other Items 
and Prices Here) 





YOUR STORE NAME 
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PUZZLED 


About 





You Can’t Go 


Wrong with 





Electrieal : 
Gifts 





s 

You men who are 
wondering what to get 
for wife, mother, sis- aa 
ter or sweetheart, your ccs 
best bet is to have a 
look around our store. 
We know just how you 
feel about it and can 
help you a lot. There are electrical 
appliances that would delight any 
woman. We have beautiful china 
and glassware, silverware and cut- 
lery, electric clocks, and any num- 
ber of things that lighten the house- 
work. 

We will be glad of the opportunity 
to help you select the right gift and 
are prepared to package it in the 
best Christmas style. 





What makes a 
prettier or more 
useful gift than a 
bright, attractive 
electrical appli- 
ance? Handsome 
percolators, efficient 
waffle irons, quick 
toasters, they are 
all here tor your 
inspection. Any 
one of them will be 
an appreciated gift 
that will last for 
years. 


Waffie Irons— 
Bake perfectly, evenly 
browning the waffles 
every time. Mirror-like chromium 
plate finish with ebonized heat- 
proof handles. They come complete 





List 





Items 
and 


Percolators — 
Even though the 
old percolator’§ is 
delivering « the 
morning coffee on 
time, mother would 
like to have a nice 
one for special oc- 
casions. We have 
— cup percolators, 
made of heavy cop- 
per finished in 
nickel plate, al- 
ways-cool ebonized 
handle. Makes 
coffee quickly 00.00 





with cord and recipe book. 110-120 Prices 


YOUR STORE NAME 
Toasters—tThis type turns toast 
as side is dropped and raised. Best 
quality heating element, with plug 
and cord, heat proof handles.00.00 e 








STORE NAME HERE 








BEAUTIFUL-GIFTS of 


CHINA 
and GLASSWARE 


Full sets and odd pieces. This de- 









We don’t know 
whether birds celebrate 
Christmas or not, but 
we do know that a 
proper cage, the right 
food and attention will 
make your bird celebrate 
Ccc9 every morning in the 





ere , Seer oe partment makes the selection of Christ- 
deserves a good mas gifts particularly pleasant. There - 
home — besides ¢ ; ; = . 
capthes would tke are so many beautiful things at such 
reasonable prices. Beverage sets, 


to see a new cage 
for her pet. 

Our cages have plenty of space, 
ee in. wide and ...... in. high, 
removable drawer base, spring perch, 
2 inside seed cups, in colors. .$00.00 


We also carry bird food, 
cuttle bone, and all bird re- 
quirements 


sugar and creams, vases, console sets, 
marmalade sets, cookie jars, fruit and 
salad sets, charming stem ware. You 
will enjoy shopping around here. 


(List Your Line 
of China and 


(List Items and 
Glassware) 


Prices Here) 


; YOUR STORE NAME cc13 STORE NAME HERE 
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A REGULAR FEATURE 
OF HARDWARE AGE 





Tlow’s me Hardware Business? 


Mr. James interprets for 
hardware men, such basic 
factors as, crop outlook, 
freight car loadings, circu- 
lation of money, building 
progress, employment, etc. 
He also deals with specific 

price trends, demand for 
merchandise, shortages 
and future outlook as re- 
flected by his study of the 
national hardware market 
situation. 











: Nov. 8, 1932. 

() as a whole, and rel- 

atively, was a_ satisfactory 

month for distributors of hard- 
ware. The earlier weeks were better 
than the closing period, when election 
uncertainties slowed down both whole- 
sale buying and manufacturing activity, 
and when some areas of unseasonable 
weather retarded retail selling. 

The old story continues, however, to 
retell itself—that there has been this 
fall no dearth of sales on popular-value 
goods of general utility, when well- 
dressed and displayed, with plain low 
price-marks. The trade has noted, on 


the other hand, several instances of the 


waning of old-time hardware favorites 
—whose appeal has rested chiefly on 
past reputation, and which have not 
kept pace with the new designs, finish, 
packing or pricing—that the new day 
demands. 


New Selling Lessons 


We are told of one national hardware 
wholesaler who has dropped from stock 
during the past five years some 28,000 
items, and has added in the same period 
more than 23,000 new items. So much 
of their volume has been gained from 
modern merchandise, of selected value 
and well promoted, that they not only 
‘search the markets for new goods, but 
have themselves originated and sug- 
gested to manufacturers many improve- 
ments in the value, dress and pack- 
aging of their lines. 

Retail experience has been the 
same, where the hardware merchant 
has been willing to study, to change 
and to grow—adapting and adopting 
the best of the methods of chain and 
department store competitors. 


Federal Reserve Notes Gains 


Some interesting gains were shown 
in the Federal Reserve reports for 
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September, covering the north Mis- 
sissippi valley area. Department store 
sales increased 40 per cent in the 
month, as compared with the normal 
seasonal gain of but 24 per cent. Daily 
average sales were more than half 
again as large as a month previous. 
Sales by Chicago stores expanded 37 
per cent over August, those in Detroit 
stores 63 per cent, in Indianapolis 53 
per cent, in Milwaukee 25 per cent, 
while the dollar volume sold by stores 
in other Central district cities gained 
21 per cent. Department store inven- 
tories increased 44 per cent—less 
than seasonal; the rate of turnover 
during the month was slightly higher 
than last year—for the first time in 
1932. 

Wholesale trade in the seventh Re- 
serve district also expanded in Septem- 
ber considerably more than seasonally. 
The month’s increase in grocery sales of 
9 per cent over August, compared with 
only 4 per cent as the 1923-1931 aver- 
age increase for the month—that of 
15 per cent in hardware with 9 per cent 
average, the 37 per cent gain in dry 
goods with 17 per cent normal, 1614 
per cent in shoes with 5 per cent nor- 
mal, and 9 per cent in electrical sup- 
plies with 3 per cent in the average. 


Basic Betterment Continues 


The trade reviews indicated at the 
end of October a leveling-off of the 
rise in activity and in commodity values, 
which had extended without inter- 
ruption for many weeks preceding. 
General business keeps well ahead of 
last spring and the early summer, but 
some wholesale lines are now ex- 
periencing between-season dullness, 
with fill-in orders their chief source 
of activity. 

The manufacturing of Christmas 
goods is being stepped up in many 
places due to better volume of orders. 
So far, however, prospects seem to in- 
dicate a smaller dollar total of Christ- 
mas business than during 1931, accord- 
ing to Bradstreet. Whenever the 
nation’s funds are low, as at present, 
“gifts of utility” at moderate prices 
have the call, and the hardware store 
has this real advantage. 

Dun’s last weekly survey also re- 


marked that adverse weather had 
halted the upward movement in retail 
trade, but found indications of a 
greater degree of stability in general 
business still in evidence. Reports of 
fresh gains were coming from some 
parts of the country—in other sections 
previous advances were almost entirely 
maintained. This review stressed again 
the gradual expansion of bank credit, 
continuance of gold imports, release of 
currency from hoarding and reopening 
of closed banks as providing assurance 
for the future. It also pointed to the 
gains in railroad freight movement and 
to the spreading increases in factory 
pay rolls. 


Employment Looking Up 


William Green, president of the 
American Federation of Labor, an- 
nounced October 28 that affiliated 
unions report a continued slight gain 
in employment. In the first part of 
October, the increase was eight-tenths 
of 1 per cent of the membership, a 
very modest betterment, but the largest 
in any month this year. 

The estimate for total employment 
in the United States, based on govern- 
ment indexes, also shows gains. In 
September 560,000 persons went back 
to work, but 10,900,000 were still un- 
employed. The September gains are 
almost entirely seasonal and may not 
be fully maintained. 

Most communities, in preparing for 
another winter of large unemployment, 
appear to be better organized than in 
any previous winter. This factor 
maintains confidence, and lessens the 
difficulty in raising relief funds. 


Steel and Copper News 


The rate of steel production, at the 
end of October, was holding close to 
19 per cent, compared with 17 per cent 
for September, and the all-time low of 
14 per cent for August. Up to October 
25, many producers equalled their best 
recent showing. The last few days the 
market situation lost much of its spirit 
and there was a tendency to drift until 
after election. 

All leading steel producers on 
October 20 reduced the price of steel 
rails from $43 to $40 per ton, the first 
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change since October 1, 1922. Follow- 
ing the reduction, first orders for 1933 
are appearing. 

The sheet steel industry reported on 
October 25, operations close to 25 per 
cent during the last three weeks, after 
a marked climb from a low of 13 per 
cent late in August, and an August 
average of about 15 per cent. Auto- 
mobile steel requirements continued 
disappointing but are increasing slight- 
ly. Another large consumer of steel, 
the building industry, is still at a low 
level, with comparatively little activity 
in sight. September permits, however, 
made a slight (1.02 per cent) gain over 
August. The pushing of government 
projects continues to be the best pros- 
pect here. Considerable interest is 
being taken, according to the trade 
reports, in the new home-loan banks 
which may be of help to the building 
industry before long. 

Copper was unable to stand longer 
at its 614 cent level, without the sup- 
port of buyers, and toward the end of 
last month heavy tonnages were offered 
by custom smelters at successive de- 
clines down to five cents per pound— 
a rapid reduction of 114 cents lb. from 
the so-called “official” price. Aside 
from fractional declines in tin, other 
metals were without change. 


Deposits Gain Steadily 


Leading commercial banks through- 
out the United States gained 153 million 
dollars in deposits in the week ended 
October 19, according to the Federal 
Reserve statement. This further in- 
creases the banks’ liquid condition and 
illustrates the steady return of public 
confidence in our banks. Depositors’ 
money began to pour back in July and 
has continued to flow back ever since. 
The banker’s present problem is to 
find good borrowers. 

The board said that in September 
65 banks suspended operations, com- 
pared with 85 in August. In Septem- 
ber, fourteen banks were reopened, 


while in August reopenings were 
twenty-five. The number of bank 
suspensions in September was the 


smallest since the 47 of last March. 


Weekly Trade Indexes 


Bank clearings at 47 leading cities 
for the week ended October 26 showed 
about the usual seasonal decrease of 
15.0 per cent from the preceding week. 
The total, however, was only 22.1 per 
cent below a year ago. There has been 
relatively little change in this index 
since May. The fact that stock mar- 
ket activity in all large cities was ex- 
tremely small during the October 26 
week accounts for much of the decline 
in clearings, and indicates that busi- 
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ness activity was at least remaining 
steady. 

Least encouraging in the past weeks 
has been the action of prices. This is 
illustrated by those in the general list 
of 87 commodities compiled by Brad- 
street. Only seven increased, 24 de- 
clined and 56 remained unchanged. 
The weekly food index made a sharp 
break, dropping from $1.73 to $1.67. 
Grains were the leader in the down- 
ward trend, with wheat and corn reach- 
ing the lowest levels ever reported. 
Cotton, copper and live stock also 
showed price losses. 

Business failures for the week ended 
October 29, as reported by Brad- 
street’s, dropped sharply to a total of 
462, compared with 521 in the preced- 
ing week. This decline at a time when 
a seasonal rise of 7 per cent is usual, 
lowered the index to 112.6 per cent of 
the 1928-30 average from 136.3 per 
cent the week before. 


News Notes of Industry 


Car-loadings of revenue freight in 
the week ended October 15 totaled 650,- 
578 cars, an increase of 24,942 cars over 
the preceding week and setting another 
new high record for the year, after 
five consecutive weeks of advances. 

Production of electric power in the 
United States for the week ended 
October 22 reached the highest level 
since the middle of March. Total pro- 
duction was about 11/3 per cent in- 
crease from the previous week. 

Merchandise exports from the 
United States in September were 
valued at 132 million dollars, or 23 
million above the August total, and an 
excess of 34 million over September 
imports. Practically all of the Septem- 
ber gain in exports was due to cotton, 
which comprised about one-quarter the 
value of the entire month’s foreign 
shipments. 

The president of the Omaha federal 
land bank has announced that twice as 
many farms are being sold this fall in 
the states served by his institution, as a 
year ago and that the down payments 
are larger. Purchasers are either men 
with means who prefer land _invest- 
ments to stock investments, or success- 
ful farmers who believe that land can 
now be bought at figures that will 
yield good returns when normal prices 
return. 


Hardware Market Notes 


Wholesalers have by this time gen- 
erally issued the reduced 1933 prices 
on farming tools (steel goods) an- 
nounced by the manufacturers on 
October 20. The reductions were quite 
radical, averaging approximately as 
follows: 

First quality forks, etc., 10 to 12 per 


cent, second quality 16 per cent. 
First quality hoes and rakes and third 

quality rakes 7 per cent, second 

quality hoes and rakes 16 to 17 per 
cent. 

Southern cotton hoes, 4 to 7 per cent— 
agricultural tool handles, 15 to 18 
per cent. 

On October 25, by a mark down of 
the discounts on flat head bright screws 
from 5214 per cent to 60 per cent, the 
market recognized the recent price- 
cutting to about the same net result. 
Corresponding declines were announced 
on round head blued steel, and on flat 
and round head brass screws. 

Brass and steel machine screws and 
nuts were advanced 10 per cent by all 
leading manufacturers on October 10. 


Upholsterers’ (furniture) nails, 
under the stress of growing import com- 
petition, were reduced by leading 


American makers on October 25. The 
popular No. 210 size, with imitation 
leather heads, regular colors, is down 
to 72 cents per carton of 1000, in pack- 
ages of fifty. The No. 43 brass head 
is now at 72 cents and No. 43 competi- 
tion brass plated at 36 cents per 1000. 

The new vogue for oil heating stoves 
and for kitchen range oil burners is 
well shown by a recent Boston news 
item, to the effect that pig iron buying 
in New England has been sharply in- 
creased by the tonnage used in their 
manufacture. The amount of cast iron 
in each burner is relatively small, 15 
to 20 pounds, but there are scores of 
manufacturers, large and small. One 
New England company was reported 
behind 8,000 units in its orders, and 
another had to sublet a contract for 
5,000 burners, so this demand has 
rather waxed with the depression. 
These range oil burners are economical 
not only for cooking, but serve for heat- 
ing until the coldest weather arrives. 

The lowness of lawn mower prices 
for 1933 shipment is bringing advance 
buying to an extent not yet enjoyed on 
other spring lines. Manufacturers 
seem due for a substantial loss on their 
1933 mower business, as many prices 
are conceded to be less than cost of 
production. The fight may continue 
until some of the smaller makers, who 
are said to have originated the extreme 
competition, can no longer stand the 
strain. 

Axes, woodsaws and_ chopping 
wedges are reaching top demand, for 
there is much home wood chopping for 
fall economy. Hickory axe and tool 
handles are reported somewhat better 
in sales since the recent price drop of 
10 to 15 per cent by leading producers. 

Fertilizer sales, both for fall use, and 
for spring futures, are at reduced 
prices but good volume. Some popular 

(Continued on page 57) 
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W. T. SMITH SUCCEEDS ALEXANDER HAMILTON AS 
PRESIDENT, BAKER, HAMILTON & PACIFIC CO. 


Following the recent death of 
Alexander Hamilton, president, 
Baker, Hamilton & Pacific Co., 
San Francisco, Cal., wholesale 
hardware and implement distrib- 





W. T. SMITH 


utors, Wellington T. Smith, for- 
mer senior vice-president and 
chairman of the board of direc- 
tors, was elected president of the 
company. Mr. Hamilton entered 
the house of Baker & Hamilton, 
implement distributors in the 
80’s, associating with his father, 
Robert M. Hamilton, and the 
latter’s partner, Livingston L. 
Baker, who had jointly founded 
the business in 1852 in Sacra- 
mento, Cal. Upon the death in 
1892 of the two founders, the 
business was incorporated and he 
became vice-president. Wake- 
field Baker became president at 
that time. 

Upon the death of Mr. Baker, 
in 1913, Mr. Hamilton became 
president of the company, which 
had previously been moved to 
San Francisco. In 1918 the com- 
pany consolidated with the Pa- 
cific Hardware & Steel Co. to 
form the present company. Mr. 
Hamilton became president of 
the merged organizations. Mr. 
Hamilton also served as_presi- 
dent of the J. D. & A. B. 
Spreckles Investment Co., and 
was an enthusiastic hunter and 
fisherman. Mrs. Hamilton, two 
daughters and a sister survive. 

Mr. Smith was formerly in the 














ALEXANDER HAMILTON 


holder in the Pacific Hardware 
& Steel Co. and its successor, 
Baker, Hamilton & Pacific Co., 
for the past 20 years. Although 
thoroughly familiar with the busi- 
ness, he has never been active in 
its administration. Miss Leila 
Hamilton was elected a director. 
Philip S. Baker, son of the 
founder, continues as secretary- 
treasurer of the company, and be- 
comes senior vice - president. 
Wakefield Baker, grandson of the 
founder, is now a vice-president 
and a director of the company. 
He is manager of the company’s 
steel, pipe, heavy hardware and 
machinery department. 





FOPP AND DIETRICH 
MERGE BUSINESSES 


Popp Hardware Co. and Diet- 
rich Hardware Co., both of Sag- 
inaw, Mich., have merged under 
the name of Popp- Dietrich 
Hardware Co., the combined or- 
ganization occupying the build- 
ing at 722 Genesee Avenue, for- 
merly headquarters of the Popp 
organization. The Popp company 
was founded as a partnership in 
1884 by the late John Popp and 
J. F. Wolff, also deceased. The 
Dietrich store was established in 
1928. 

Norman G. Popp, president of 
the new firm, is a former presi- 
dent of the Michigan Retail 
Hardware Association. Other 


mercantile business at Elko, Nev.,| officers are: vice-presidents, Wil- 


and has been an important stock- | 
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liam M. Dietrich, Harold J., Ar- 





thur F, and Harvey W. J. Popp, 
while the secretary-treasurer is 


Miss M. E. Ziegler. 


AID STORE 80 YEARS 
IN HARDWARE BUSINESS 

Aid Hardware Co., West 
Plains, Mo., recently celebrated 
its eightieth anniversary in busi- 
ness. A simple and _ friendly 
birthday message was sent out, 
with a bit of philosophy in- 
cluded. 

The message was signed by C. 
T. Aid, president of the company. 
On the front page was an illus- 
tration of the store as it now ap- 
pears. 


OWENS-ILLINOIS GLASS 
BUYS ROOT GLASS CO. 


William E. Levis, president, 
Owens-Illinois Glass Co., Toledo, 
Ohio, has announced the pur- 
chase of all the assets and busi- 
ness of the Root Glass Co., Terre 
Haute, Ind. The Root company 
has specialized in the manufac- 
ture of beverage bottles, although 
it also manufactures various other 
types of glass containers. 

C. J. Root, president and 
founder of the Root Glass Co., 
will become a director of the 
Owens-Illinois Glass Co., and will 
remain active in the business. 


WILLIAMSON HEADS PAINT 
CLUB IN PHILADELPHIA 


The Philadelphia Paint, Oil & 
Varnish Club, meeting Oct. 19 at 
the Bellevue - Stratford Hotel, 
elected Thomas A. Williamson, 
Charles H. Howell & Co., as 
president of the organization. 
Vice-presidents elected are Ed- 
gar S. McKaig, Samuel H. French 
Paint Co., and S. French Reeves, 
John T. Lewis & Bro. Co. Dr. 
Frank S. Havens, Atlantic Prod- 
ucts Co., was elected treasurer 
and G. B. Heckel was named as 
secretary. The sales and trade 
promotion committee referred to 
the success of the “Make Phila- 
delphia the Best Painted City” 
campaign, which is being con- 
tinued during the winter months. 





GRAHAM HEADS RELIEF 
COMMITTEE GROUP 
Harold Graham, president, 
John H. Graham & Co., New 
York City, has accepted the 
chairmanship of the hardware 


~ 





HAROLD GRAHAM 


group to help the Emergency 
Unemployment Relief Committee 
raise funds for unemployment 
relief this winter, according to 
an announcement by H. B. Lamy, 
Jr., executive chairman of the 
committee’s Commerce and In- 
dustry Division. 

The division, which is organ- 
izing 100 major trade groups 
through which funds will be so- 
licited from employers, employ- 
ees_and employees’ associations, 
last year raised more than $10,- 
000,000 of the more than $19,000,- 
000 raised by the committee to 
finance “made” work and direct 
relief for the jobless. Each group 
will be headed by a prominent 
representative of the industries 
which it comprises, Mr. Lamy 
said. 

The group chairmen will be 
assisted by 30 volunteer vice- 
chairmen. A Special Gifts Com- 
mittee, headed by Clarence H. 
Low, will concentrate its efforts 
on helping chairmen and _ vice- 
chairmen obtain gifts from ex- 
ecutives and officials. 


OPENS NEW STORE 


The Newton Hardware Co., 
Newton, Iowa, will open at 107 
First Avenue, in charge of A. E. 
McClellan. Sam _ Golberg is 


owner, 
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WOODWARD CO. DISPLAYS 
INVOICE DATED 1875 


The Wm. W. Woodward Hard- 
ware Co., Newton, N. J., whole- 
saler, recently displayed in one 
of its show windows a quotation 
to E. N. Norman, Milton, N. J., 
dated March 2, 1875, as well as 
the original invoice of the ship- 
ment made March 31 of the same 
year. The business at that time 
was conducted by Wm. W. Wood- 
ward, founder of the firm now 
conducted by his sons, Wm. W., 
Jr., and Henry J. Woodward, and 
their associates, Lewis J. Cox, 
Jr., and John H. Devore. 

The quotation and invoice were 
recently presented to the Wood- 
ward company by W. Bryant 
Norman, Milton, N. J., who 
pointed out that a second gen- 
eration of his family was still 
doing business with a _ second 
generation of the Woodward 
family. 


COLDWELL GETS R.I.P. 
MASTER RAINMAKER 


The Coldwell Lawn Mower 
Co., Newburgh, N. Y., has ac- 
quired from the R.I.P. Co., Jack- 
sonville, Fla., the license to man- 
ufacture and sell the R.I.P. Mas- 
ter Rainmaker line of lawn 
sprinklers. The sprinklers will 
be made and sold under patents 
of the R.I.P. organization, under 
the same brand name as in the 
past. 


SELLS HARDWARE STOCK’ 


A. Smith, Gridley, Cal., has 
closed out his hardware business. 
Mr. Smith is continuing in the 
implement business. 








W. R. DUFFEY 


DUFFEY OPENS OFFICE 


IN FORT WORTH, TEX. 

William R. Duffey, for many 
years with the Nash Hardware 
Co., Fort Worth, Tex., has re- 
signed as chairman of the board 
of that company. He has opened 
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offices in the Fort Worth Club 
Building, Fort Worth, Tex. 





AIR CONDITIONING 
FIRM CHANGES NAME 


The Cooling & Air Condition- 
ing Corp., founded by and until 
recently partly owned by the B. 
F. Sturtevant Co., is now a com- 
pletely owned Sturtevant sub- 
sidiary. The name of the cor- 
poration will be changed to 
Sturtevant-Cooling & Air Condi- 
tioning Co., with headquarters at 
Hyde Park, Boston, Mass. 

The company will continue to 
handle larger installations and 
process work, applicable to indus- 
trials. The B. F. Sturtevant Co. 
will handle through the regular 
trade channels the manufactur- 
ing and sale of the unit type of 
air conditioning products, such 
as coolers, humidifiers and com- 
binations of both. 








DON J. FOSS 


DON J. FOSS UNDERGOES 
AN OPERATION 

Don J. Foss, general manager, 
the Wooster Brush Co., Wooster, 
Ohio, is at present confined in 
the Wooster Hospital, where he 
underwent an operation on Oct. 
20. While he is recovering nice- 
ly, it will be necessary for him to 
remain in the hospital for a 
while longer. 


MOVES STORE 


The City Hardware, Mobridge, 
S. D., owned by Ray Travis, has 
moved into the building at 309 
Main Street, in that town. A new 
display window was _ installed, 
new light fixtures added and 
other improvements made. 





S. M. TREAT NOW WITH 
INSURANCE BROKERS 


Sanford M. Treat, for many 
years with Hull, Grippen & Co., 
New York City, hardware retail- 
ers, has become associated with 
Slosson, Inc., insurance brokers 
of 90 John Street, New York 
City, for placing all forms of in- 
surance and surety bonds. 





MEDUSA TRADING CO. 
REPRESENTS BESTOSEAL 
The Medusa Trading Co., 1133 
Broadway, New York City, is 
representing The Bestoseal Co., 

















Fostoria, Ohio, in the eastern ter- 
ritory, concentrating on metro- 
politan New York area. The 
Bestoseal Co. makes glazing and 
caulking compounds. 


JNO. J. GIBBONS NOW 
MANUFACTURERS’ AGENT 


Jno. J. Gibbons, formerly 
buyer and manager of the sport- 
ing goods department, Buffalo 
Wholesale Hardware Co., Buffalo, 
N. Y., has organized the Jno. J. 
Gibbons Co. to act as manufac- 
turers’ agent, with headquarters 
at 292 Colvin Avenue, Buffalo, 
N. Y. The Gibbons organization 
is handling hardware, house fur- 
nishings and_ sporting goods 
lines. The organization will 
cover the entire state of New 
York and northern Pennsylvania. 

As announced in the Oct. 27 
issue of Harpware AcE, the Gib- 


bons organization is handling 
hatchets, hammers and axes of 
the Evansville Tool Works, 


Evansville, Ind., in all of New 
York state, excepting New York 
City and the metropolitan area. 

Other manufacturers repre- 
sented by the Gibbons company 
are Delphos Mfg. Co., Delphos, 
Ohio, oil cans and _ poppers; 
Stover Engine & Mfg. Co., Free- 
port, Ill., mop sticks, dampers, 
etc.; Gem Electric Mfg. Co., New 
York City, electric wiring de- 
vices; Jamestown Curtain RodCo., 
Jamestown, N. Y., curtain rods; 
Searls Mfg. Co., Newark, N. J., 
bath room fixtures; Tribble Rope 
& Mop Co., Malden, Mass., cotton 
mops; Worthington Ball 
Elyria, Ohio, golf balls; James 
Heddon Sons Co., Dowagiac, 
Mich., fishing tackle, and W. H. 
Meyer & Son Co., Brooklyn, 
N. Y., fish hooks. 


In January two additional men | 


will be put in the territory. ° 


AGENT IN MEXICO 
WANTS AMERICAN LINES 
W. Picard, representing Ger- 
man and English firms in Mex- 
ico, desires to represent Ameri- 


can manufacturers of locks, tools, | 


household articles and _ similar 
lines, but no machinery. Mr. 
Picard, who can furnish refer- 
ences, may be reached at 3a Sa- 
bino 94, Mexico, D.F. 

From 1907 to 1912 he traveled 
in Mexico for a German hard- 
ware exporter. In 1912 he es- 
tablished himself in Aguasca- 
lientes as a hardware whole- 
saler, selling many American 
products and traveling extensive- 
ly throughout Mexico. His for- 
mer firm dissolved in June, 1930, 
and he has since represented 
German and English firms. 


Co., | 


NEW CANADIAN 
TARIFF RATES 
(From Our Washington Bureau) 
Table knives and forks and a 
wide range of hand tools from 
the United States were made 
dutiable at 35 per cent as against 
a former duty of 30 per cent, in 
the new Canadian tariff which 
became provisionally effective on 
Oct. 13. At the same time the 
British rate was reduced from 30 
to 15 per cent on table knives 
and forks and 15 to 10 per cent 
on hand tools. The British pref- 
erential also was widened on jack 
and pocket knives, spoons, scis- 
sors and sheets, not otherwise 
provided for and razors and razor 
blades. The general duties on 
these products, applying to the 
United States and other non- 
treaty countries, were left un- 
changed, remaining at 30 per 
cent. 

Many types of hand tools are 
now dutiable at 35 per cent 
when imported from the United 
States and at 15 per cent when 
imported from any British unit. 

The general duty on guns and 
rifles of a class or kind not made 
in Canada was left unchanged at 
30 per cent, while the British 
preferential rates were also es- 
tablished on fire arms and steel 
bicycle rims not enameled or 
plated and the former duty of 15 
per cent applying to British bi- 
cycle rims was entirely removed. 

Radio apparatus and parts and 
fishing tackle were given a gen- 
eral duty of 30 per cent. Free 
entry was given British products 
of the type mentioned. 

The Australian tariff, a part 
of the Imperial Conference 
agreement, widens British 
preferences and increases duties 
from the United 
| States and other non-treaty coun- 
| tries. Among such changes were 
| the following: Increased by 21% 
per cent: Household mangles 
fa clothes washers; increased 
| 
| 





also 





on products 


by 5 per cent: Sheep shearing 
hand pieces, electric lawn mow- 
ers, churns, cheese presses and 
dairy coolers; increased by 7! 
per cent: Lawn mowers, other 
| than electric or hand; increased 


by 5 per cent: Spray pumps, 
hand or foot operated, garden 
syringes, lawn sprinklers, electric 
radiators, toasters, kettles and 
| other appliances, bolts, nuts, 
| rivets, firearms, smoothing and 
| soldering irons, chains, tools of 





trade and shot gun cartridges; 
increased by 74% per cent: Elec- 
tric stoves and ranges, electric 
ew appliances and fire sprin- 
klers; oils, paints and varnishes 
| and polishes were given  in- 
| creased general duties ranging 
| from 5 to 10 per cent. 


49 











J. H. TRACY HEADS 
HARDWARE BOOSTERS 


John H. Tracy, Rawlplug Co., 
Inc., New York City, was elected 
president of the Hardware Boost- 
ers at the Oct. 29 meeting, held 
at the Hardware Club, succeeding 





J. H. TRACY 


Roy C. Schmidt, Stanley Works. 
Louis J. Haas, W. C. Heller & 
Co., New York City, was elected 
vice-president, while E. R. Sandi- 
ford, Harpware AGE, was named 
as secretary. Albert Westphal, 
Corbin Screw Corp., New York 
City, was reelected as treasurer. 

Charles Pincus, Stanley Works, 


announced that the _ regular 
Christmas dinner and _ party 
would be held Dec. 17 at the 


Hardware Club. Reports of the 
secretary, treasurer and the chair- 
men of the membership and en- 
tertainment committees were 
submitted. The organization 
voted to make $5 the dues for 
the year 1933. 

A report was given on the re- 
cent joint outing and dinner held 
at Jones Beach and Wantagh, 
L. I. Ralph Allen was given a 
vote of thanks for his efforts in 
connection with the affair. 





NEW STORE QUARTERS 


John Roerig Hardware, Am- 
boy, Minn., will soon have new 
quarters in the Engesser Build- 
ing. The floor, badly damaged 
by a fire some months ago, is be- 
ing rebuilt and a modern front 
will be installed. 





H. A. HATCH NOW 
LIVES IN CLEVELAND 


H. A. Hatch, whose resignation 
from the Western Waterproofing 
Co. was announced in the Oct. 27 
issue of Harpware AGE, may 
now be reached at 2948 Shaker 
Heights, Cleveland, Ohio. He 
was previously residing in Mount 
Lebanon, Pa. 

STRONG MANAGES SALES 

FOR BERGER MFG. CO. 


J. W. Strong has been ap- 
pointed as general sales manager, 
Berger Mfg. Co., Canton, Ohio, 
a division of Republic Steel 
Corp. He has been associated 
with the steel industry for the 
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past 20 years. For the past five 
years he has been sales manager 
of the special products division 
of the Berger organization. The 
company makes steel display fix- 
tures and other steel equipment 
for domestic and commercial as 
well as school use. 





NEWSPAPER PUBLISHES 
B. L. NOOJIN SKETCH 
B. L. Noojin, Noojin Supply 

Co., Gadsden, Ala., was the sub- 

ject for Clint Bonner’s “How He 

Got There” in the Oct. 16 maga- 


zine section of the Birmingham ; 


News-Age-Herald, Birmingham, 
Ala. The sketch includes draw- 
ings of Mr. Noojin as he now 
looks and shows him as a young 
man on the football and baseball 
fields. 

His boyhood, school, college 
and business life was sketched. 
It was pointed out that he was at 





B. L. NOOJIN 


various times science professor 
and athletic director in several 
schools as well as director of 
athletics at Howard College, prin- 
cipal of Howard Academy, Ala- 
bama, and athletic director for 
the University of Alabama as 
well as instructor in languages 
and professor of physics and as- 
tronomy at the same university. 
He entered business with a 
brother at Attalla, Ala., in 1919, 
and in 1923 organized the Noo- 
jin Supply Co. He is a past 
president of the Southeastern Re- 
tail Hardware and Implement As- 
sociation and has been active in 
civic affairs, the local chamber 
of commerce, Boy Scout activi- 
ties, fraternal organizations and 
philanthropic groups. 





ISSUES BOOKLET, “HOW 
48 STORE OWNERS 
MAKE FRIENDS” 


“How 48 Store Owners Make 
Friends,” a report presenting 48 
ideas successfully used by shep- 
keepers and merchants to attract 
customers to their stores, has 
been issued by the Policyholders 











Service Bureau, Metropolitan 
Life Insurance Co., 1 Madison 
Avenue, New York City. Copies 
of the booklet may be secured 
from that company upon re- 
quest. 

Material published in Harp- 
waARE AGE was used in preparing 
the report, which is one of a se- 
ries of booklets of interest to re- 
tailers. The introduction of the 
booklet points out that the ideas 
are simple and that they are the 
kind which merchants may use at 
any time. 





TO OPEN BRANCH 


Metro Hardware Co., Glendale, 
Cal., will open a branch store at 
233 North Brand Street, which 
will be managed by Clarence 
Brainard. V. G. Barney is man- 
aging the main store at 123 West 
Broadway. 


JENNINGS SALES HEAD 
LAMSON & SESSIONS CO. 

I. L. Jennings has been ap- 
pointed director of sales, Lam- 
son & Sessions Co., Cleveland, 
Ohio, bolt and nut manufactur- 
ers, succeeding C. H. Longfield, 
who resigned as sales manager. 
Mr. Jennings has assumed the 
new position in addition to his 
present duties as vice-president 
of the company. 





RETIRES FROM BUSINESS 
J. V. Hranicka, Jackson, Minn., 

hardware retailer, is retiring from 

business after nineteen years. 





BUYS STORE STOCK 
W. G. Kelly, San Jose, IIl., 


hardware dealer, has purchased 
the hardware stock of Philip J. 
Adolph in that town. 








Cc. W. YOUNG & SON 
50 YEARS IN BUSINESS 


The firm of C. W. Young & 
Son, Elmira, N. Y., hardware 
dealers, recently celebrated its 
fiftieth anniversary. During its 
history the firm has been located 
at several different sites in El- 
mira. Originally known as C. 
W. Young & Co., the firm name 
became C. W. Young & Son 
eighteen years ago. William E. 
Young, son of the founder, has 
been at the head of the organ- 
ization for the past nine years, 
having entered the business 38 
years ago. 

The present manager and buy- 
er, Clarence A. Pike, has been 
with the company for 21 years. 


SYMONDS, VICE-PRES. 
IN CHARGE OF SALES FOR 
WESTINGHOUSE ELECTRIC 


N. G. Symonds has been ap- 
pointed vice-president in charge 
of sales for Westinghouse Elec- 
tric & Mfg. Co., with headquar- 
ters in East Pittsburgh, Pa. Mr. 
Symonds, who is a Chicago of- 
ficial of the firm, went there in 
1905. In 1921 he was made 
northwestern district manager 
and in 1931 became commercial 
vice-president of the company. 


T. I. S. BOAK NOW WITH 
WESTERN CARTRIDGE CO. 


Thomas I. S. Boak, formerly 
works manager, Goulds Pumps, 
Inc., Seneca Falls, N. Y., has 
joined the Western Cartridge Co. 
at the New Haven, Conn., plant. 





DEARSTYNE, PRESIDENT, ALBANY HARDWARE CO. 


William C. Dearstyne, former- 
ly vice-president, Albany Hard- 
ware, & Iron Co., Albany, N. Y., 
was elected Oct. 14 as president 
and manager of sales, succeeding 
the late William H. Gick as 
president. He joined the com- 
pany in 1908 and has been sales- 
man, superintendent, manager 
and vice-president in succession, 
haviiig become vice-president in 
1930. William E. Foskett, for- 
merly secretary, is now  vice- 
president of the company. He 
has been with the organization 
since 1890, having been secre- 
tary since 1909, previous io which 
he was in charge of the sporting 
goods branch store. 

Harold L. Warner, who con- 
tinues as treasurer, started as a 
salesman and was in succession 
order clerk, buyer and office man- 
ager, having become secretary in 
1930. Dudley H. Robinson, now 
secretary of the organization, 
joined the company in 1920, hav- 








WM. C. DEARSTYNE 


ing served as salesman, retail 
credit manager and office man- 
ager. He succeeded Mr. Dear- 
styne as manager in 1930 and 
continues the duties of that po- 
sition. 
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CLAUDE PEARSON NOW 
MANUFACTURERS’ AGENT 


‘ Claude A. Pearson has opened 
offices as a manufacturers’ agent 
at 140 Spear Street, San Fran- 
cisco, Cal. He represents the 
Hexacon Electric Appliance Co., 
Roselle Park, N. J., manufac- 
turers of Hexacon electric solder- 
ing irons, and is interested in 
representing manufacturers of 
several additional hardware or 
electrical appliance lines. 

Mr. Pearson has been active 
on the Pacific Coast for 16 years. 
For six years he was putting 
specialized effort on appliances 
for the Electric Appliance Co., 
San Francisco. He then went with 
the General Electric Supply Co., 
San Francisco, handling indus- 
trial sales on materials and elec- 
tric tools as well as merchandis- 
ing on major electric appliance 
lines. For three years he was 
Pacific Coast representative for 
Armstrong Eectric & Mfg. Co., 
Huntington, W. Va. He has a 
wide acquaintance among hard- 
ware and electrical wholesalers, 
power companies and industrial 
organizations. 

W. B. SHEEHAN NOW 

WITH IGOE BROTHERS 


William B. Sheehan, for five 
years doing sales promotion and 
catalog work for Masback Hard- 
ware Co., New York City, is now 
doing similar work for Igoe Bros., 
Brooklyn, N. Y., manufacturers 
and distributors of hardware, 
roofing and building specialties. 





HUEY & PHILP HDWE. 
PERSONNEL CHANGES 


J. S. North, vice-president, 
Huey & Philip Hardware Co., 
Dallas, Tex., has announced sev- 
eral personnel changes in that or- 
ganization. P. H. Speaker, for- 
merly manager of the company’s 
retail store, is now in the whole- 
sale department in charge of the 
industrial division and is acting 
as general sales manager. Arthur 
C. Bell, who has been in charge 
of the builders’ hardware depart- 
ment, is now in charge of the 
retail store. 

John J. Hughes, formerly an 
assistant in the builders’ hard- 
ware department, is now in 
charge of that department. 





STORE SUFFERS FIRE 


The Hahira Hardware Co., 
Hahira, Ga., was recently dam- 
aged by fire, which destroyed 
most of the stock of the store. 





EMPLOYEES BUY STORE 


F. L. Vorce, Weyerhauser, 
Wis., hardware dealer for the 
past 19 years, has sold his store 
to his son, A. W. Vorce, and A. 
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W. Frogner. The new owners 
have been employed by the store 
for several years. Vorce & Frog- 
ner Hardware Co. is the name of 
the new firm. 


SCHOONOVER, PRESIDENT 
OF WARREN TOOL CORP. 


Announcement has been made 
that the Warren Tool Corpn., 
Warren, Ohio, recently organ- 
ized by the bondholders’ commit- 
tee of the Warren Tool & Forge 
Co., will continue the forged steel 





Cc. L. SCHOONOVER 


hand tool busineess and the mal- 
leable iron foundry which the old 
company has operated since 1912. 
The plant and equipment of the 
company have been improved, 
new forging furnaces and addi- 
tional heat treating equipment 
having been installed. In addi- 





H. C. MULL 


tion to its forged steel hand 
tools, concentration will also be 
put on the “Devil” line of rail- 
road track tools, introduced in 
1922. 

C. L. Schoonover, who op- 
erated the business as agent for 
the bondholders’ committee, is 
president and general manager. 
He has had a long and success- 
ful manufacturing experience 
and was for fifteen years general 
manager of the General Fire Ex- 
tinguisher Plant of the Grinnell 
Co. in Warren, Ohio. Howard C. 
Mull, well known throughout 
railway supply and _ wholesale 
channels, is vice-president in 
charge of sales. 

R. E. Gibson is treasurer, while 
Thorn Pendleton is secretary of 
the new company. Members of 
the board of directors are: Mr. 
Schoonover; Paul W. Frum, 
Cleveland, Ohio; John T. Stew- 
art, Butler, Pa.; Willard W. Wil- 





son, Cleveland, Ohio, and Arthur 
G. McKee, president, The Arthur 
G. McKee Co., Cleveland, Ohio. 

The factory and general offices 
are in Warren. 


WHITE & CO. BUYS 
W. WALKER & SON STOCK 
Thomas J. White, former head, 
White’s, Ltd., heads White & Co., 
Toronto, Canada, the organiza- 
tion which has purchased the 
office equipment, trucks 
and other equipment of W. 
Walker & Son, Ltd. The new 
organization, which does a 
wholesale hardware business, has 
taken over the lease of the ware- 

house at 10 Alcorn Avenue. 
Associated with Mr. White are 


stock, 


D. M. Sanson, president, Do- 
minion Linens, Ltd., Guelph, 
Ont., and president, Neilsons, 


Ltd., Toronto; Thomas White, 
son of T. J. White; W. O. Arch- 
dekin, former secretary, W. 
Walker & Son, Ltd.; Otto James 
and Morgan Smith, former man- 
ager of the Hydro department of 
the Walker organization. 





TO MOVE BUSINESS 


The Kirk & Allen hardware 
store in Jamestown, N. D., has 
been moved from the Beck Build- 
ing to the Paul Building. The 
business was located at its pre- 
vious address for the past forty 
years. 


FIRE DAMAGES STORE 


Nelson Hardware, Park Falls, 
Wis., was recently damaged by a 
fire. The warehouse at the back 
of the main building is being re- 
built. 


E. C. ATKINS APPOINTS 
MARSHALL-NEWELL CO. 
N. A. Gladding, director of 
sales, E. C. Atkins & Co., Inc.. 
Indianapolis, Ind., has announced 
appointment of Marshall-Newell 
Supply Co., Spear and Mission 
Streets, San Francisco, Cal., as 
distributors of Atkins circular, 
band and other mill saws, to- 
gether with accessories for them, 
including swages, shapers and 
other saw tools and mill special- 
ties. The Marshall-Newell com- 
pany will handle distribution in 
forty-three counties in the state 
of California and in Washoe 
County, Nevada. 
Marshall-Newell company will 
also handle and carry a good 
stock of Atkins hardware lines 
such as cross cut saws, handles, 
cross cut tools, hand saws and 
other short goods, trowels, etc. 





| 





| able at 5c. per copy. 


NEW ENGLAND GROUPS’ 
HALLOWE’EN PARTY 


More than two hundred mem- 
bers and guests attended the 
joint Hallowe’en party of the 
New England Hardware Dealers’ 
Association and the New England 
Hardware Associates at the Hotel 
Bradford, Boston, Mass., on Oct. 
28. William H. Gaw, Cohasset, 
Mass., president of the dealers’ 
group addressed the members 
and guests, asking them to aid in 
a campaign to urge depositors in 
Christmas clubs to spend their 
money on merchandise made in 
the United States, particularly 
that made in New England. The 
party was held in place of the 
usual summer outing, which was 
cancelled. Cards and dancing 
were among the features of the 
evening. 

Committee members from the 
dealers’ association were: Mr. 
Gaw; Arthur E. Ogden, Boston, 
Mass.; H. S. Chadbourne, Mil- 
ford, Mass.; Harold Moore, New- 
ton, Mass.; W. A. Thompson, 
Lowell, Mass.; Russell M. San- 
ders, Boston, Mass., and Ralph 
F. Barber, Boston. Committee 
members representing the asso- 
ciates were: John E. Pingree, 
William G. McIntyre, Evert W. 
Hinckley, Harold H. Snow and 
John J. Gillis, all of Boston; Jo- 
seph M. Hunt, Swampscott, 
Mass.; George A. F. Perry, 
Everett, Mass., and A. A. Mac- 
Murray, Scituate, Mass. 


REDUCE PRICE ON “YOU 
CAN MAKE IT” BOOKS 


The National Committee on 
Wood Utilization, Department of 
Commerce, Washington, D. C., 
has announced reduced prices on 
the three “You Can Make It” 
booklets. They formerly sold at 
10c. per copy, but are now avail- 
The three 
booklets are: “You Can Make It,” 
Vol. 1; “You Can Make It for 
Camp and Cottage,” and “You 
Can Make It for Profit.” Price 
for the ‘complete set is 15c. 

Recently the Public Printer an- 
nounced that a bill passed in 
Congress states that “a discount 
not to exceed 25 per centum may 
be allowed to authorized book 
dealers and quantity purchasers.” 
This act cancels the ruling that 
Government publications must 
not be resold at a profit. In 
quantities of 100 or more these 
publications now sell for $3.75 
per hundred copies. All publica- 
tions may be purchased from the 
Superintendent of Documents, 
Government Printing Office, 
Washington, D. C., or from dis- 
trict offices of the Bureau of For- 
eign & Domestic Commerce lo- 
cated in principal cities. 
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A. W. WALKER FORMS 
NEW ORGANIZATION 


A. W. Walker, head of the 
former firm of W. Walker & Son, 
Ltd., Ont., Canada, 


wholesale hardware distributors, 


Toronto, 





A. W. WALKER 


is president of the new wholesale 
organization operating as A. W. 
Walker Hardwares, Ltd. An of- 
fice has been opened by the com- 
pany above the North Toronto 
Hardware at 1228 Yonge Street, 
A builders’ hardware 
sample room has been fitted up 
and the balance of the floor and 


Toronto. 


the floor above are being used 
for the stock of general hardware 
lines carried. 

Mr. Walker will be remem- 
bered as the founder several 
years ago of the M. M. P. (Mod- 
ern Merchandising Plan). 


Two New Everready 
Wallite Models 


Have been improved as to de- 
sign and mechanical operation. 
No. 4758, illustrated, uses three 
batteries, automatic switch turns 
light off after 30-sec. interval, 
thereby avoiding burning out bat- 








teries if light is accidentally left 
on. Steady light obtained by 
pulling chain and inserting small 
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J. J. GILMORE 


J. J. Gilmore, formerly man- 
ager of sales of the American 
Steel & Wire Co., Birmingham, 
Ala., died from heart failure 
Oct. 24, at his home in that city. 
He started in the wire business 
in the early *90’s with the Con 
solidated Steel & Wire Co., with 
headquarters in Atlanta, Ga. 
When the American Steel & Wire 
Co. was formed he was trans- 
ferred to the Birmingham office 
as manager of sales, continuing 
in that capacity with the wire 
company until Oct. 1, when he 
resigned because of his health. 





J. H. SCHUMANN 


John Henry Schumann, chair- 
man of the board, Hilo Varnish 
Co., Brooklyn, N. Y., died Oct. 
21, at the age of 58, from pneu- 
monia. At the age of 16 he en- 
tered the business then known as 
Moller & Schumann Co. His 
father was a founder of the busi- 
ness and was its first president. 
He became secretary of the firm 
upon its incorporation in 1889. 
In 1910 he was elected president, 
becoming chairman of the board 
early this year. Three brothers, 
also active in the Hilo organiza- 
tion, Frank M., Albin G. and Carl 
J. Schumann survive. 





JOHN ROCKE 


John Rocke, formerly chair- 
mau of the board of the Mead- 
ows Mfg. Co., Bloomington, III., 
washing machine manufacturers, 
died in that city Oct. 18 at the 
age of 62. 





OBITUARY 


THOMAS W. SIMPERS 


Thomas W. Simpers, for many 
years Philadelphia, Pa., district 
sales manager, American Sheet 
& Tin Plate Co., died at his home 
in Swarthmore, Pa., following a 
long illness. His career in the 
steel industry started with the 
Standard Iron Co. in Bridge- 
port, Ohio, in 1888. In April, 
1991, he became sales agent for 
the Aetna-Standard Iron & Steel 
Co., Philadelphia, Pa., and con- 
tinued as manager of sales of 
the American Sheet & Tin Plate 
Co. until June, 1931, when he re- 
tired after 43 years of service. 





HENRY S. CHATFIELD 


Henry Somers Chatfield, 68, 
vice-president, Mac-Lac-Kasebier- 
Chatfield Corp., died Oct. 27 at 
his home in Elizabeth, N. J. He 
was a past president of the Na- 
tional Paint, Oil and Varnish As- 
sociation, New York Paint, Oil 
and Varnish Club and of the 
United Shellac Importers Asso- 
ciation. During the World War 
he was a member of the Federal 
board on the regulation of im- 
ports and exports. At the time 
of his death he was chairman of 
the Industrial Alcohol Commis- 
sion. 


JOHN S. PATTISON 


John S. Pattison, 71, Minden, 
Neb., hardware and _ furniture 
dealer, died in that town re- 
cently. He was a former director 
of the Nebraska State associa- 
tion. 





slotted pendant between’ two 
balls of the chain, very close to 
bell mouth through which chain 
emerges from the Wallite. List, 
$1.75, without batteries. No. 4757 
uses two batteries, has Levolier 
switch; list, $1.25 without bat- 
teries. Both models finished in 
cream enamel on metal. Lens and 
outside cover assembled perma- 
nently together, held in place by 
wire springs, acting at four 
points on cover. Socket integral 
part of reflector. Reflector per- 
manently fastened to main brack- 
et. Contact strips securely fast- 
ened to and insulated from main 
bracket. Batteries accessible for 
renewal. National Carbon Co., 
Inc., 30 East Forty-second Street, 
New York City. 





Regalite, Inc., Issues 
Circular Matter 


Describing full-size table 
lamps, in metal and glazed stone, 


cigar lighters, stands for kegs, 
buffet sets and novelty lamps. 
Includes illustrations and speci- 
fications, as well as price data. 
Regalite, Inc., 1419 Carroll Av- 
enue, Chicago, Ill. 





Universal Motor Driven 
Brush, Ball Bearing 
Cleaner 


No. 585A, produces triple vi- 
brating, sweeping, cleaning ac- 
tion. Powerful suction developed 
by sturdy motor made effective 
for this type of cleaner by noz- 
zle and fan case design. Ball 
bearing movement of motor and 
brush. Rubber covered pistol 
grip handle, with toggle switch 
control at finger tips. Small 
height indicator screws adjust 
nozzle to levels at which it most 
effectively cleans various floor 
coverings. Maroon and gold col- 
ored dust proof bag, equipped 














H. P. DeMUND 
H. P. DeMund, 76, founder 
and president, Arizona Hardware 
Supply Co., Phoenix, Ariz., died 
Oct. 15. He was also in the 
lumber business and was an ac- 


tive advocate of game conserva- 
tion. Mr. DeMund was one of 
the first memkers in Phoenix of 
the Isaac Walton League. 


MAX DANZIGER 
Max Danziger, 72, vice-presi- 
dent, United States Varnish Co., 
Cincinnati, Ohio, died Oct. 22, 
following an illness of three 
He had been identified 


with the varnish business for 40 
years, 20 years of that time as an 
official of the United States Var- 
nish Co. 


weeks. 


BENJAMIN SICK 
Benjamin Sick, 59, Wallace, 
N. Y., hardware dealer, died re- 
cently from the effects of bullet 
wounds received in an alleged 


holdup. 


G. L. RICHARDSON 
George L. Richardson, south- 
eastern district sales manager, 
Trupar Mfg. Co., Dayton, Ohio, 
electric refrigerator manufactur- 
ers, died recently at his home in 


Washington, D. C. He was 36 
years old. 


with inner sleeve valve and tight 
positive fitting clamp. Flexible 
rubber~ guard shields cord at 
switch. 
connection, 


Separable plug motor 
25 feet 


cord. 


of 





Chromium plated handle and 
hardware. List price, $39.50. 
Attachments cannot be used with 
this cleaner. Landers, Frary & 
Clark, New Britain, Conn. 
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Remington 





WEEKLY@§LETTER 


THE ONLY SHOT THAT COUNTS IS THE SHOT THAT HITS 


TAXES ON ARMS AND 
AMMUNITION 


NUMBER of merchants have writ- 
ten us for information in regard to 

the possibility of a tax revision on arms, 
shells and ammunition at the coming 
short session of Congress. These mer- 
chants fear that the present 10% excise 
tax may be changed to some sales tax 
amounting to about 2%, and therefore 
there will be a loss on inventory of arms 
and ammunition of about 8% if this 
change in taxes were made. 
We therefore wrote to high authority 
on tax matters in Washington and we 
are in receipt of the following letter in 
reply: 
“Replying to your letter of October 24, 
present prospects are against tax re- 
vision legislation this winter on ac- 
count of scarcity of time during this 
short session for other than the appro- 
priation bills and some additional neces- 
sary measures, including economies 
and the bonus. 
Regarding ultimate adoption of a sales 


tax, either along the lines of a retail or 
manufacturers’ levy, there is no doubt 
that this form of taxation has received 
considerable support during the past 
several months as a substitute for the 
objectionable excise and special rates. 
But it seems probable that this and 
other proposed tax legislation will be 
deferred until a special session of Con- 
gress in April or until the next regular 
session of Congress. 

Further advices from authoritative quar- 
ters emphasize probability of no real tax 
revision this winter. Despite recent 
predictions to the contrary, belief is 
held in most well-informed circles that 
the element of time will preclude seri- 
ous tax consideration. A number 
of important revision proposals 
will be made, but these .will go 
over until regular or special session 
for tax and 


tariff legisla- TVA PLB PILL 


tion.” President 





REMINGTON ARMS COMPANY, Inc., BRIDGEPORT, CONNECTICUT 


Originators of Kleanbore Ammunition 
MANUFACTURERS OF ARMS, AMMUNITION AND CUTLERY 


© 1932 R. A. Co. 
The Greatest Value Ever Offered—The Remington Standard American Dollar Pocket Knife 
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KLEIN 
PLIERS 





QUALITY 


NY job requiring skill can 
be handled more easily, 
more satisfactorily and 

more quickly when the pliers 
are Kleins. “Since 1857,” 
Klein Pliers have been the 
standard for quality with 
master workmen and _ public 
utilities everywhere. It will 
pay you to carry Klein pliers 
in stock. Make a note on your 
want book and order from 
your jobber’s salesman the 
next time he is in. 


Buy From Your Jobber 


KLEIN ea 


3200 BELMONT AVE., CHICAGO 
A 
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They Went After the Toy Business 


(Continued from page 37) 


Wheel goods varying from $8 to $40 
are carried. 

In former years the Herrmann 
store has continued ordering Christ- 
mas merchandise right up to the 24th 
of December. This year a different 
policy will be carried out to elimi- 
nate the long hours necessary to mak- 
ing the mass display and the other 
details of embarking on such a large 
campaign for so short a season. 
Anthony Herrmann said of the year’s 
plan that the line would be limited 
to about “50 red hot numbers,” to 
enable greater concentration, with 
less detail work. 

Mr. Herrmann states that one of 
the biggest window shopping days is 
Sunday, at which time whole fami- 
lies group before the display win- 
dows looking for suggestions. Or- 


dinarily children, accompanied by 
their mothers, visit the store in the 
daytime to look at the items they are 
interested in. The staff goes to great 
pains to note the size of such items 
as velocipedes, wagons, etc., best 
fitted to the visiting children. Care 
is made to find out what color the 
child prefers, to eliminate bitter dis- 
appointment on the child’s part, 
when a red wagon is given instead 
of the blue one desired, etc. Their 
fathers make the purchases at night. 
In the pre-Christmas season the 
store goes the department stores one 
better by remaining open from 8 in 
the morning to 10 at night. The 
store has profited by utilizing the 
Santa Claus, gift and display idea 
of department stores, without at- 
tracting hordes of non-buyers. 





This Christmas Will Call for Practical Gifts 


(Continued from page 39) 


the better gift lines so that they will 
not miss the calls they have for them. 

C. G. Koehler, Koehler Hardware 
Co., Reading, Ohio, anticipates a 
great deal of shopping, despite the 
fact that the community faces the 
shut down of some factories and part 
time in others. The Koehler firm 
will put a lot of color in show win- 
dows, study the prices of the larger 
chain competition, make every pos- 
sible effort to meet them and plainly 
mark all goods on display in win- 
dows. A direct mail service will be 
used for advertising,’ special hand 
bills will be printed and newspaper 
advertising will be used. 

Other articles in this issue will 
assist the retailer in decorating the 
store with lighting effects, preparing 


advertisements and street decoration. 
The latter is a matter of importance 
where interest of the merchants can 
be enlisted to bring people into the 
shopping center. Whether the spirit 
of Christmas is abroad or not people 
just cannot resist the temptation to 
come to a well lighted and decorated 
street. In reality the foundation of 
a good Christmas trade rests upon 
a brightly decorated shopping thor- 
oughfare. If you cannot get the other 
merchants to enter into such a plan 
see to it that the front of your store 
is well decorated. You will find 
suggestions for such on pages 24, 25 
and 26. 

The next issue of HARDWARE AGE 
will present more Christmas window 
ideas suggested and actual. 








Beware of Bogus Subscription Salesmen! 


Martin A. Schuette, hardware merchant of Amboy, IIl., was victimized by 
a man who falsely represented himself as a subscription agent for HARD- 
WARE AGE. This man is reported as a fast talker, and promises all kinds 
of extras in connection with a year’s subscription to this publication. 

All hardware men are here warned not to give cash to anyone for subscrip- 
tions to HARDWARE AGE unless convincing credentials are presented. All 
representatives of this publication have ample evidence of their affiliation 
and will be able to establish their identities to your satisfaction. 


—tThe Publishers. 
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Letters 


To the Editor 


Chain Stores for Taxes 


Brooxtyn, N. Y.—Why has the chain 
store as a source of State tax revenue been 
overlooked in New York State? 

The insignificantly small franchise tax 
and other similar taxes of no importance 
are in most cases paid to some distant State 
that furnishes a correspondingly small per- 
centage of the chain store volume of busi- 
ness. 

The outflow of cash from New York 
State runs into millions, with practically 
no worthwhile return. A great majority of 
the chain store purchases are made from 
manufacturing organizations not in New 
York State, while the percentage of chain 
store sales in New York State is excep- 
tionally large. 

Every dollar’s worth of business the re- 
tail units do morally belongs to the local 
dealer. This dealer belongs to, and is part 
of his community, and he carries his full 
burden of taxes. The effect of this unfair 
competition can only be realized by a tour 
of the city to note the alarming number of 
vacant stores placarded with “to let” signs. 

Real pathos can be found behind every 
locked store door, properly labeled “out of 
business,” and in every tenanted store 
where the proprietor must wait for his next 
customer. Before the chain store plague 
the neighborhood dealer was one of his 
community, respected and patronized. He 
usually offered employment to his own fam- 
ily of three or four and in most cases to 
one or two outsiders. Today, he is very 
capable of handling his reduced volume 
without assistance, and his former helpers, 
including his own children, have joined the 
ranks of the job seeker or the unemployed. 

Vacant retail stores pay no rent and we 
again feel the effect of this unfair compe- 
tition in tax defaults of property owners 
and rentals to undesirables at distress 
prices. 

The so-called depression is blamed alone 
for this condition, and, while partly true, 
it actually accounts for only a small part 
of our lost volume, with the chain store 
menace completing the rest of the cause. 

Their contribution to employment is in- 
significant when compared to the unem- 
ployment they cause. Their employment 
further reduces in value when it is realized 
a great percentage of their help is under- 
paid and overworked young girls. 

Why not start a “tax chain sales move- 
ment” in New York State? 


Hersert K. Hays, President, 
Shane & Hays, Inc. 


The Cash Discount 


Batu, Mer.—The article by Llew S. 
Soule, concerning cash discounts, in your 
Oct. 13 issue, proved quite interesting, 
which will result in (providing his forecast 
is fulfilled) a rather unfair situation for 
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the retailers who do take advantage of cash 
discounts, only according to the terms of 
the invoice. 

Often we learn from some source of a 
difficulty with a wholesaler and retailer, be- 
cause of a cash discount unallowably 
taken, because of a lapsed date, and we 
agree with the wholesaler in upholding his 
right in the matter, but it would hardly 
seem fair to inconvenience themselves 
financially by giving all a privilege to al- 
low their accounts to lapse, because some 
are taking unfair advantage, which would 
no doubt be the result if the custom of of- 
fering a time cash discount were discon- 
tinued. 

No doubt many of us, in carelessness, 
or sometimes perhaps for convenience allow 
the discount date to lapse a day or two 
before making a settlement, and I be- 
lieve that there would be no heavy protest 
from us if the wholesalers or manufactur- 
ers objected to this small leverage. 

We retailers are more inclined to be the 
culprits concerning the discounts allowed 
to our customers, who may be contractors 
or in some position where they ask for a 
discount. Many of our customers, who ex- 
pect a discount, are working with a small 
bank balance and in many cases have long 
waits for their money and allow their ac- 
counts to run for months before a settle- 
ment of their bills, but without regard to 
the length of time they expect their dis- 
count and because they do pay in time, 
no doubt in most cases as soon as they can, 
we accept it gracefully, mostly because 
we don’t dare do differently. In many 
cases these so-called contractors throw it 
at us that they can buy of so and so, who 
is a wholesaler, at such a price, or at the 
same price that we can, and in many cases 
I am of the knowledge that they do, pro- 
viding they can finance the purchase. We 
are all hungry for business, so hungry that 
a good many wholesalers are delighted to 
sell to, hunt them out to sell to, any indi- 
vidual who hires a man or two occasion- 
ally and calls himself a contractor, but 
the wholesaler seriously objects to the re- 
tailer purchasing from the manufacturer, 
in which I agree with him, but if he does 
not uphold his own principles he should 
not expect his legitimate channel of income 
to be too much in sympathy. 

To go back to the more original subject, 
if the wholesaler and manufacturer decide 
to punish all customers because some are 
guilty of the offense of taking unfair ad- 
vantage they no doubt will run into diffi- 
culties. 

The wholesalers and manufacturers will 
agree to such a proceeding and abide by it 
for a time, but soon there will be some 
who will slip from the agreement and short- 
ly dissatisfaction will creep in because it 
has become known that this one and that 
one is giving a cash discount, which will 








The 
complete 
story of every 
padlock—at 
your finger 


Use This 
Handy Guide 





“(THE handiest, most valuable counter- 
guide on padlocks ever published”. 
That’s what thousands of padlock 
dealers are saying about Master’s new 
32-page illustrated ‘Price List”, issued 
just recently. Check now to be sure 
you received your free copy. See that 
it was saved. Write us for extra copies 
when you need them. 


Gets New Business 


The Master “Price List” is a veritable 
storehouse of quick-reference informa- 
tion that can be turned into new busi- 
ness for you. Every padlock, bicycle 
lock, hasp, hasplock and key blank is 
illustrated and described in detail. As 
shown by the typical page above, greatly 
reduced, each item and every obtainable 
variation are priced in plain type, both 
wholesale and retail—270 of these easy- 
to-find prices in all. You would never 
dream that any line of padlocks so 
thoroughly meets every ordinary and 
special requirement. 


MASTER LOCK CO. 


World’s Largest Exclusive Manufacturers 
of Padlocks 


Milwaukee, Wis., U. S. A. 


Master 
Dadlock 
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Wrought-Steel 
Heavily Galvanized 
Leak-Tight Under Pressure 


96 sizes 


for Garden, Hydrant, Grease, 

Paint, Air, Fire, Steam, Suction 
and Tank Hose 

Send for Folder, Samples and Discounts 


J. R. CLANCY, INC. 


Syracuse New York 
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SHOULD MATCH 
CHAIN STORE VALUES 






5* to $199 


MERCHANDISE J 








DON’T BE UNDERSOLD py the 
CHAINS on 5¢ to 25¢ staple overyéag 
selling items throughout your store and 
have your customers feel that you are 
high priced on all lines of General Hard- 
ware and Housefurnishings, just because 
you are out of line on the 5¢ to 25¢ lines. 


DON’T BE UNDERSOLD. G 

CHAIN STORE BUYING CONNECTION 

on the 5¢ to 25¢ lines, sell at CHAIN 

pt ee go CHAIN STORE 
‘S, or don’ andl 

line of merchandise, ee 


DON’T BE UNDERSOLD. Secure 
the facts about the “C. M. S.”, an 
organization that has SPECIALIZED in 
5¢ to $1.00 merchandise for 18 years. 


Consolidated Merchants Syndicate, Inc. 
PIERRE H. MEYER, Pres. 
890 Broadway New York City 


Attach this coupon to your letterhead and 1 

how you can INCREASE YOUR SALES ‘ond 
PROFITS on 5¢ to 25¢ MERCHANDISE. 
Name 


Address 
November, 
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bring the matter back to its starting point. 

Business now seems to be nothing but a 
war among those who should be agreeing 
on matters rather than trying to outdo 
their competitors. 

To me the idea appeals as you have 
stated it regarding Mr. Simons, which ap- 
parently is that a cash discount is allow- 
able in so many days, but after the lapse 
of the stated number of days the creditor, 
with certain exceptions, should uphold his 
rights, which I believe no fair minded busi- 
ness man would object to. 

No doubt the type who does take unfair 
advantage is one of those who is just get- 
ting by in a price cutting competition and 
avoids paying anybody if he can avoid it 
or as long as he can avoid it. 

Customers, whether they are whole- 


salers, retailers or consumers, have been 
accustomed to certain principles, which 
have apparently indicated good business 
and to deprive them of an advantage be- 
cause some of their less principled brethren 
do not hold themselves to form, would be 
the cause of business war, as it would cast 
reflections on the integrity of those who are 
guilty of no offense. 

Such a proceeding would be about as 
popular and effective as prohibition of in- 
toxicating liquors, as the bootleg business 
men would continue to take a cash dis- 
count, whereas if the creditor should lay 
down the law and bide by it rigidly, I am 
sure that this course would be found more 
profitable and peaceful. 


Watter C. Rocers, 
C. W. Rogers, Inc. 





Bolstering the 


Spirit of Buying 


(Continued from page 26) 


out some other forms of expression 
may border on monotony. 

Columns in the selling area of the 
store, may well serve as the main 
units of a decorative scheme. Around 
the tops of these columns made by 
draped colorful streamers which 
carry a string or two of lights per- 
haps a small wreath on each face 
of the column will suffice, providing 
it contains a single electric candle 
or is wrapped in a string of lights. 
A holly drape around the top of 
the column may be made more 
elaborate with a single string of 
red and green decoration, inter- 
woven with the string of lamps and 
dropped down each corner of the 
column for a distance of several 
feet. 


Color Runs Rampant 


Although the merchant is cau- 
tioned against the use of color light- 
ing in his day to day problems of 
illumination, there is no need to soft- 
pedal this tendency during the 
Christmas holidays. The very spirit 
of Christmas is portrayed in red and 
green colors, hence to display them 
in lighting means completing your 
merchandising picture during Decem- 
ber. 

One most effective manner of 
using color lighting at this time of 
year is with spotlights. Any floor 
display, or one on an open top coun- 
ter, will center the interest of cus- 
tomers when spotlighted with amber 
or green light. An attractive floor 
display just inside the entrance, for 
example, if spotlighted in lighter tints 
will possess “Come on” power to 


pedestrians who stop at the show 
window, further inducing them to 
enter. 

It is easy to picture how powerful 
an interior display would be were it 
lighted with two spotlights of differ- 
ing color, these arranged to flash 
alternately. A display of toys, silver- 
ware, electrical appliances, or any 
class of merchandise in fact, would 
easily attract the attention of store 
shoppers under such lighting. 

The use of several spotlights in the 
interior merchandising picture dur- 
ing the Christmas holidays offer a 
wonderful opportunity to relieve 
monotony. To those customers who 
will enter your store time and again 
in the weeks preceding Christmas, a 
change in display layout will keep 
their interest aroused. Spotlights 
are so easily moved about that it 
would be a-simple thing to change 
them around every few days, singling 
out other locations in the store to 
lend emphasis to merchandise and 
to create bright spots which keep the 
customer crowds moving. 

From the improved sales that 
always accompany the Christmas 
season, every merchant naturally 
would like to see holidays come 
more often during the year. If he 
will stop to realize that much of his 
business success at Christmas is a 
result of the punch in decorative dis- 
play, perhaps he can make better 
use of other holiday seasons through- 
out the year. 

By dressing up his store on every 
holiday occasion of note, the mer- 
chant is afforded a series of “peaks” 
which can easily appear as profit 
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points in his business curve. People 
have just had time to revert Christ- 
mas to pleasant memory when the 
birthdays of Lincoln and Washington 
appear on the calendar. Either one 
of these or both together offer a 
splendid chance to decorate your 
store, capitalizing on the interest of 
the public in birthday parties and 
general celebrations. In the same 
month Valentine’s Day also offers an 
excuse to play on the public feeling. 

Following closely on the heels of 
February comes St. Patrick’s Day, 
when the color of green means 
everything in store decorations. Next 
along the line are Decoration Day, 
Fourth of July, and Labor Day, each 
of which might well offer the mer- 
chant an excuse to stage a sale, using 
decorative lighting to step up the 
tempo of the occasion. Hallowe’en 
and Thanksgiving Day, the two 
largest days of rejoicing prior to 
Christmas form the “home stretch” 
down which the merchant can make 


a clean sweep of the year, cul- 
minating in peak efforts in December. 
So similar are the methods of 
using lighted decorations, that the 
work of erecting them for the various 
holidays becomes mere routine. De- 
corations for Hallowe’en, for ex- 
ample, might be altered slightly to 
form the Thanksgiving scheme. Then 
Thanksgiving might be dressed up a 
bit, or rearranged to set the stage for 
Christmas. Thus, from Hallowe’en 
or from Thanksgiving your store is 
placed on the local map as an in- 
viting haven of colored lights. 


Always in the past, and still to a | 


certain extent, the holiday has been 
the priming element, urging the mer- 
chant to decorate. More and more 
we find progressive merchants awake 
to every opportunity to dress up their 
stores. The lucrative results possible, 
from the splendid decorations mod- 
ern facilities make possible, encour- 
age the retail trade to make their own 
holidays. 





How’s the Hardware Business? 
(Continued from page 47) 


brands are down 20 per cent, and there 
is belief that shortages now developing 
in production may lead to a rise in 
price. 

Paint manufacturers and distributors 
are interested in the mid-November 
conventions of the industry, to be held 
this year in Washington, D. C. Some 
interest is already developing among 
retailers toward spring buying, since 
recent sales of interior paints, var- 
nishes and enamels have been substan- 
tially helped by the existing low prices. 

Wholesalers report some gain in 
orders for builders’ hardware, in the 
lower-price range, and a rather lively 
demand for replacement plumbing 
items such as faucets and brass fittings. 
Nipples have been advanced about 10 
per cent in price. 

Prices on electrical wiring devices 


are much firmer. There have already 
been some small advances, with others 
rumored. Due to a price war there 
has been a reduction (about 10 per 
cent) in the price of BX armored cable. 

Electrical departments report that 
sandwich toasters and vacuum-type 
coffee makers are recently rising in 
popularity. 

Jobbers and dealers report great 
interest in the new advertising cam- 
paign on 1847 Rogers Bros. silverware, 
which centers in the offering of special 
36 piece and 48 piece sets at 27 per 
cent reduction from regular prices. 
The profit margins of both wholesaler 
and retailer are maintained during this 
offer, which is receiving widespread 
publicity in magazines, newspapers and 
radio broadcasts for the three weeks 
commencing November 5. 





HOARDED MONEY 


A certain man during his eighty 
years of life saved up $40,000 which 
he hoarded in tobacco cans, hiding 
them about his shacky home. He de- 
nied himself the comforts of life, 
robbed his family of necessities as 
well as pleasures and real living, 
held himself aloof from his fellow 
men, had nothing in common with 
neighbors, had no community inter- 


NOVEMBER 10, 1932 


est. He just existed in a self-cen- 
tered, subnormal pursuit of more 
money, which as he used it was not 
worth as much as a single smile, an 
apple in the hands of a hungry child, 
or a bit of finery for some worthy 
girl. Then his shack caught fire, 
and his $40,000 went up in smoke. 
Money is valueless if it is not used. 
—Newton (Kan.) Republican. 

















There’s Only One 
U. 8. Poultry Fence 


Compare U. S. Poultry Fence 


the original straight-line netting, 


with any on the market! See how 
uniform it is! Note its straight, 
= line wires and its inter- 
ocked hinge joints that cannot 
slip, spread or unravel! Note its 
evenly spaced meshes! 

Strong, Uniform, Rigid .... 

This superior, modern construc- 
tion gat a strong, rigid fabric 
which comes from the loom under 
even tension. It rolls out flat like 
carpet ... stretches to wood or steel 
posts without sagging... requires 
no top-rail, no baseboard . . . is easy 
to handle and cut ...can be moved 
and re-stretched. It costs no more 
than old-styie netting. 


Made in Ameriea.... 

U. S. Poultry Fence is made by 
American workmen in an American 
mill. It is sold only through the 
regular wholesale and retail trade. 


This year, be sure to specify or- 
iginal U. S. Poultry Fence! There 
is no substitute for its depenable 
quality. 








Ask your jobber or 
write direct to us! 


Indiana Steel 
& Wire Co. 
Muncie, Indiana 


Makers also of 


IMPERIAL Farm, Poultry, 
Lawn Fence, Trellis, Flower 
Border, Steel Posts, Gates. 
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The Netting That Stands PAlone 
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Whats New 


for Retail 














New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages 
—New Colors—New Deals— 
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Hardware Stores 


Sterling Household Wire 
Nail Package, List 5c. 


Eliminating weighing and 
packing small orders. Attractive 
counter display, free to dealer, 
for showing four packages. Pack- 
age and display in orange, black 
and white. Common nails in 
these packages in sizes 4d, 6d, 
8d and 10d. Also %-in. galvan- 
ized poultry netting staples. 
Package nail assortment, list 5c., 
also available. Fifty packages of 
one size shipped in case, approxi- 
mate weight, 25 lb. Northwestern 
Barb Wire Co., Sterling, IIl. 








Kester Imprints Name 
of Dealer on Literature 


With special type of imprint- 
ing equipment enabling the com- 
pany to imprint dealer to con- 
sumer circular matter with deal- 
er’s name upon the day a request 
is received. Available to all 
hardware dealers on Kester sol- 
der literature. The Kester Solder 
Co., 4233 Wrightwood Avenue, 
Chicago, Il. 





Foss Repair Plugs 


For. hot water tanks, range 
boilers, water pipe lines, gaso- 
line tanks or any liquid con- 
tainer. May be installed from 
outside, without removing con- 
tents, while unit is in use, says 
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the maker. Installed by drilling 
or reaming hole to proper size, 
inserting plug, holding lead 


shoulder with wrench or pliers 
turning down bolt 


and with 





wrench. Dealer cost, 14 in. with 
display card, $1.75 per doz.; % 
in. with display card, $2.10 per 
doz., and % in. in bulk, $3 per 
doz. Respective suggested retail 
selling price, 25c., 35c. and 50c. 
each. Foss Repair Plug Co., 
4725 Chicago Avenue, Minneapo- 
lis, Minn. 





“Doplex”’ Glass 
Substitute 


A transparent, weatherproof 
material said to permit the pass- 
age of ultra-violet rays. Made 
of continuous sheets of cellulose 
acetate. Sandwiched between the 
two sheets is an open-mesh rein- 
forcing fabric. For greenhouses, 
chicken runs, cold frames, sun 
porches, etc. Made in 36-in. 
width, rolls of 50, 100 and 200-ft. 
lengths. Suggested retail price, 
72c. per square yard. The Do- 
beckmun Co., Cleveland, Ohio. 


Daisy “Buzz Barton” 
No. 195 Special Air Rifle 


List, $1.95, 1000 shot repeater, 
having new tubular telescopic 
type sight, in addition to usual 
Daisy features. Dealer helps in- 
clude souvenir portraits of 
“Buzz” Barton, young movie star, 
for whom the gun is named. 
Campaign in boys’ magazines. 
Dealer cost, $15.60 per dozen. 
Daisy Mfg. Co., Plymouth, Mich. 


Tomahawk High 
Pressure Boiler Repair 
Plug 


Inserted by placing cutting 
point directly over hole, tapping 





with hammer, raising thread end 
of bolt to horizontal position and 
putting washers and nut in place. 
Washers should then be pushed 
up, while nut is being tightened. 
The maker states that after be- 
ing driven in, bolt cannot drop 
inside boiler and that it will not 
turn while being tightened. 
Dealer cost, $1.45 to $1.65 per 
dozen. Suggested retail selling 
price, 25c. to 35c. each. The 
T-Hold Mfg. Co., 14421 Elder- 
wood Avenue, East Cleveland, 


Ohio. 


Osborn No. 4530 Flat 
Varnish Brush 
Assortment 


Includes 36 brushes, 12 1-in., 
18 114-in. and 6 2-in. Suggested 
retail sellig price, 10c. each. 
Dealer cost, $2.40 per assortment. 
Brushes of pure Chinese bristle 
vulcanized in rubber. Nickeled 
ferrules, red and black lacquered 
handles, green display box. As- 
sortment packed in corrugated 
shipping container. The Osborn 
Mfg. Co., 5401 Hamilton Avenue, 
Cleveland, Ohio. 
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PRUNER 


featured by 


Seymove SmitH 


The pruner that out-cuts and out- 
sells all other pruners. A thin, keen 
blade cuts down on to a soft metal 
anvil with the easiest cutting action 
you ever saw. Cuts seasoned hard- 
wood % inch in diameter, % inch 
green wood and also cuts’ small 
twigs and twine. 

Backed by a complete merchandising 
plan, including the demonstration 
display carton with hardwood sticks 
for testing. 

Send in a trial order and watch your 
pruning shear business increase. 


Other Seymove Smite Products 


Tree Pruners, Lopping Shears, Hedge Shears, Grass 
hears, including the new Clean-Clipper. 
Send for Catalog 


SEYMOUR SMITH & SON, INC. 
OAKVILLE......... CONNECTICUT 


Sales Representatives 














JOHN H. GRAHAM & CO., INC. 
268 Market St., San Francisco 





~-(CHICAGO)— 


SPRING HINGES 


THE 
“SIMPLEX” 


(No Hanging Strip Required) 





Dealers will find it of 
interest to examine im- 
portant features in the 
construction and design of 
the “Simplex.” 

The Simplex Spring 
Hinge, designed for sim- 
plicity and economy in ap- 
plication, requires no 
jamb strip and only one mortise cut. 

The construction of barrels and web from one con- 
tinuous piece of metal eliminates joints where the 
metal forming the barrels continues as the web and 
avoids exposing the spring to moisture which would 
cause rust and breakage. 





Type 9001 


Chicago Spring Hinge Company, 
CHICAGO NEW YORK 
U. S. A. 














Improved DIES 
and STOCKS 







40 Years 
of Metal Cutting 


Forty years of metal-cutting tool experience and an excellence 
that has put ARMSTRONG Tools in over 96% of the machine 
shops and tool rooms, is embodied in ARMSTRONG BROS. Ad- 
justable Pipe Dies. That is why ARMSTRONG BROS. Dies cut 
faster ; cut easier ; cut smoother, cleaner threads. They are made 
of Special Vanadium Tool Steel, in improved designs with 
“‘Backed-Off” teeth, correct cutting angle, correct throat angle, 
and ample chip clearance. ARMSTRONG BROS. Stocks are 
perfectly balanced ; bodies are smooth and fit comfortably in the 
hand, are accurately machined. You will recognize these tools by 
the Arm-and-Hammer Trade Mark. 


Write for Catalog P-10 
ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 

314 N. Francisco Ave., CHICAGO, U. S. A. 
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Yes, sir.. 
It’s easier 
toSELL! ; 


Red Brand is . 
GALVANNEALED 5 ee 


Mr. Dealer! Sell more fence 
and sell it easier. Increase fence 
profits and give your customers 
a bigger value. You can do it 
with Red Brand. 

This nationally famous fence 
is Galvannealed—an extra 
heat-treating process, entirely 
unlike galvanizing, which is 
Age tore by 12 U. S. patents. 

he zinc coating is not merely 
“laid on”’ the wire. Galvan- 
nealing fuses it right into the 
wire. Galvannealing, plus full 
20 to 30 points copper in the 
steel, assure your customers 
not only years longer fence life, 
but lowest fence cost per year. 

The Red Brand Catalog de- 

scribes Red Brand Field, Poul- 

try and Barbed Wire Fence. 

Write forit. Also for attrac- 

tive dealer proposition. 
Keystone Steel & Wire Co. 
89 IndustrialSt. Peoria, Ill. 
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DIETZ 
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FLOODLIGHT 





tolls about on the 
fluor, under cars and 
trucks, lighting 
grease pits, etc.; 
also useful in fac- 
tories, warehouses, 
milking barns and 
haymows. 


List Price, $13.50 





Floodlighting for Contractors 
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A surprising number of Floodlights are 
being purchased now-a-days for use about 
the home—lighting driveways, gardens, 
shrubbery, yards and buildings. They 
give fine effects and afford protection. 
Dietz Economy Floodlight is an excellent 
and profitable new item for hardware 
store sales, 

Added to the home demand is oppor- 
tunity for sales to contractors, also to 
stores and roadside stands for night 
illumination of buildings, signs, parking 
areas, etc. 

Get Descriptive Circular and Prices from 
your Hardware Jobber. 


R.E. DIETZ COMPANY 
NEW YORK 


Makers of Lanterns for the World— 

Founded 1840. Output Distributed 

Through the Jobbing Trade Only. We 

Do Not Sell Mail Order Houses and 
Chain Stores. 
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Lighting Driveways, Gardens, etc. 
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Fulrange Chain 
Pipe Wrench 

No. 1 size handles pipe from 
36 in. up to 1% in., as well as 
tees, elbows and street fittings 
of every nature that fit the above 
pipe sizes. American Industrial 
Corp., 230 Park Avenue, New 


York City, states that it grips 
from the front, thus enabling its 
efficient use in corners and places 
where there are obstructions. Re- 
versible and may be used in 
either direction without removal 
of pipe or adjustment of chain. 
Positive grip at any angle is as- 





Two Westinghouse 
Waffle Irons 


Standard model CDC 54 has 
heat indicating device, chrome 
plate finish, cool ‘insulated lift- 
ing handles, plain design. Ship- 
ping weight, 9 lb. Standard 
package, four, 600 watts, 111 to 
120 volts. List, $7.95. China 
base Westinghouse 


sured, says the maker. Rugged 
construction. 
waffle iron, illustrated, having 


small flowered design with cream 
colored background. China 
treated to stand normal service 
use. Top casing of iron, chrome 
plated. Aluminum grids. Ship- 
ping weight, nine pounds, stand- 
ard package, four, 800 watts, 111 
to 120 volts. List, $9.95. West- 
inghouse Electric & Mfg. Co., 


automatic- East Pittsburgh, Pa. 





‘ 


“Standard-Frigidaire”’ 
Electric Range 


For use on Frigidaire for 
apartments. Oven, 12% in. by 
13% in. by 18 in. Aluminum 
lined, equipped with temperature 
control; dimensions, 26% by 
19% by 20 in. Surface burners, 
two 8 in. open or enclosed type, 
one of which is a “Speed-Heet.” 





Connected load approximately 
5500 watts; shipping weight, 145 
lb. Equipped with load balanc- 
ing switches. Oven has two 
switches, one for each burner. 
The Standard Electric Stove Co., 
1718 North Twelfth Street, To- 
ledo, Ohio. 


Issue Booklet on 
Mohawk Refrigerators 


Describing Mohawk Duozone 
electric refrigeration providing 
two coils, one for cooling food 
storage, the other for freezing ice 
cubes. Other features of the Mo- 
hawk refrigerators are described 
and illustrated. Each model is 
illustrated and its specifications 
are included. All-American Mo- 
hawk Corp., North Tonawanda, 
ie # 
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Winter weather is always hard on boots and 
shoes, but good for the repair business, espe- 
cially when so many people are having footwear 
repaired for economy sake. 

And now is the time to display and sell our No. 
910 ECONOMICAL COBBLER SETS (shown 
at left) which return a good profit and give en- 
tire satisfaction to every customer. 


STAR HEEL 














Increased Shoe Repairing Helps Sell More Cobbler Sets 


These splendid sets contain 14 items, including 
nails and directions—everything needed to do a 
practical repair job. Sizes of lasts: 10”, 8” and 
6”—for men, women and children’s shoes. 
Reversible Iron Stand is 12” high. The best sell- 
ing sets ever produced to retail at a LOW 
PRICE. Sold by Leading Jobbers. Send for 
Samples and Prices. 


PLATE CO. 
* 357-391 Wilson Ave. Newark, N. J. * * 

















= | SPEED UP 
e—=| SALES Every 


















track. They speed up sales by reducing 


freely. Your post card will bring prices 
and information by first mail. 





DANVILLE, ILLINOIS 








HIGH GR. 
FOR LUBRICATING 


Waiting for this? 


Bunting has designed a NEW Store Paper 





2314-H N. 


attractive, Garable, roll quistiy and’ ran HOPPE’S No. 9 @& 


ALLITH-PROUTY COMPANY ; a fouling from their gun 
IL wiiiasee RUST. 
Lua Aas The hunter who wants 


AUGHT ann prweTRATI® 
ADE OFL 


hunter for ducks, quail, 


squirreland rabbits knows the 


2 
A ] i | t h preven. trigger and firing 


ROLLING LADDERS pin free from gummed oil. 


like Allith hangers—are always on the Your customers want 


of a clean gun bore 


to remove leading, pow- 
der residue and metal 


bores, and to PREVENT 


every shot to count knows 
that 





HOPPE’S 
LUBRICATING OIL 


will not gum. Wherever 


for the busi pushing hardware dealer. used, firing pins never 
It is a low-priced 8-page Pictorial Service, es slow up or lose their 2 ies 
containing the utmost in attention-com- oz. Cans power. Bottles 
pelling features, and will give an ex- Our small Displays of these two products make con- 
cellent account of itself in making profit- tinuous sales. 
able store-to-home contacts. Ask for Order from your Jobber today. 
sample. Let us send you a sapply of our Gun Cleaning Guides 
for your customers. 

THE BUNTING SYSTEM 

North Chicago Illinois FRANK A. HOPPE, INC. 


8th St. Philadelphia, Pa. 




















TUBEHANKS 


AN EXCLUSIVE FEATURE OF 


ALL SILVER LAKE 
PRODUCTS 


SILVER LAKE COMPANY 


NEW NVILLE, MASSACHUSETT 


NOVEMBER 10, 1932 





61 














Star-Rite Featherweight 
Automatic Flat Iron 


Weight less than four pounds, 
full size. Thermostat, patented 
high temperature bimetal. Sole 
plate, special gray iron casting, 
copper, nickel and finally chrome 
plated. “Chromel A” ribbon 
heating element. Said to obtain 
high heat in less than 3% min- 
utes. Grooved beechwood han- 
dle finished in duo-tone enamel. 
Rockbestos cord, rubber unbreak- 
able attachment plug and im- 
proved cord connector. Air cooled 
tilt back heel rest. Finished in 
chrome, movable parts in stain- 
less steel. Operating at 115 
volts A. C. Said to maintain 


any heat from 250 to 550 degrees 
F. The Fitzgerald Mfg. Co., Tor- 
rington, Conn. 





Silver King Giant 
Scaffold Demonstrator 


For demonstrating various 
types of work done with Silver 
King Metallic Mender. Sent to 
dealers for 75c., cost of mate- 
rials, ready for assembly. Entire 
unit fastened together and as- 
sembled by use of Silver King 
Metallic Mender. In the Oct. 13 
issue of HarpwareE AGE on page 
76 it was incorrectly stated that 
this display unit was supplied to 
‘dealers free of cost. The com- 
pany supplies its wood boar 
demonstrator free to dealers. 
This demonstrator is a flat block 
measuring 6 by 1% in., with 
pieces of leather, metal, alumi- 
num and wood bound to the 
block by use of the mender. 
Silver King Products Co., 201 
North Wells Street, Chicago, III. 


PA SiiVER KING AW 
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Frigidaire 2 Cylinder 
Electric Refrigerators 


Has one-fourth more food space 
than previous Frigidaire models 
of the same size. Has Stataflex 
insulation said to be moisture 
proof, odorless and to combine 
heat-resisting properties of re- 
flecting surfaces with sealed air 
chambers. Working demonstrator 
for showing how Stataflex in- 
sulation acts available for deal- 
ers. Model S-4, illustrated, list 
$112, plus freight, dclivered, in- 
stalled, including Federal tax. 
One year guarantee. Model S-5, 
list $137.50, and S-6, list $150, 
same guarantee, etc. Frigidaire 
Corp., Dayton, Ohio. 





Marvel Water System 


Includes Oberdorfer %4 hp. 
electric motor driven bronze her- 
ringbone gear pump, _ rubber 
mounted with storage tank, fully 
automatic switches and necessary 
gages. Motor on cast iron base, 
hooked up with storage tanks 
with capacities from 5 to 120 
gallons. Two gears are only 
moving parts in Oberdorfer water 
unit pump. The M. L. Ober- 
dorfer Brass Co., 8027 Thompson 
Road, Syracuse, N. Y. 









G.E. Junior 
Refrigerators 


A low-priced secondary line, 
having a one year guarantee. Of 
conventional design. List price, 
5 cu. ft. G. E. Junior, illustrated 
is $135. General Electric Re- 
frigeration Department, General 
Electric Co., Cleveland, Ohio. 








Booklet Tells 
“How to Run A Lathe” 


And gives instructions on the 
care and operation of a back 
geared screw cutting engine lathe 
for the machinist apprentice. In- 
cludes brief history of the lathe, 
illustrates and describes lathes 
made by South Bend Lathe 
Works, 435 E. Madison St., South 
Bend, Ind. Includes tables on 
sizes of tap drills for standard 
and special screw threads as well 
as on sizes of tap drills for ma- 
chine screw threads, as well as 
data on and a partial list of blue- 
prints and working drawings 
available from the company. Also 
includes a list of each part of a 
lathe and the number by which 
it is known together with num- 
bered diagram. Index included. 
Cost per copy, 25c., from Tech- 
nical Service Dept., South Bend 
Lathe Works. 


Remco Furniture 
Nail Assortment 


Displays in attractive carton 
sixteen numbers of widely used 
furniture nails and one type of 
thumb tack, twenty boxes in all, 
costing dealer 80c. Retail value, 
$1.40. One package of each of 
the following numbers: No. 220 
in black, blue, tan, white; No. 
1512, antique; No. 9 in natural, 
hammered and antique; No. 210 
in red, brown and white; No. 43, 
brass plated; No. 42, brass plated 
and 7/16 nickel plated thumb 
tacks. Two packages each of 
following numbers: No. 210 in 





black, 


tan and green. 
pieces to a box. Robert E. Miller, 
Inc., 35 Pearl Street, New York 


City. 





Up-Side-Down Cake Pan, 
Pastel Shade Roasters 


Nesco up-side-down cake pan, 
bright tin plate, with colorful 
label, giving consumer three new 
recipes for fruit up-side-down 
cakes. May also be used for 
regular layer, coffee cakes or 
tortes. List, 10c. in central 
zones. Nesco porcelain enameled 
roasters available in two tone 
green, ivory and green, blue 
speckled and gray mottled fin- 
ishes. Two sizes, 15 in. and 18 
in. in length. Respective list 
prices, $1.25 and $1.59 in central 
zones: Also available in round 
roaster, measuring 13 in. in di- 
ameter. National Enameling & 


Stamping Co., 270 North Twelfth 
Street, Milwaukee, Wis. 





Play-Bild 
Playstore 


Has wood panel sides, stained 
red; green painted canvas roof; 
solid wood counter; screen door 
in rear; two windows; white 
trim. Weight 48 lb., 36 in. wide, 
40 in. deep, 49% in. high. List 
price, $6.50. The Cincinnati 
Fly Screen Co., 1002 Evans 
Street, Cincinnati, Ohio. 
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Popular Selling 
Ice Skates ...., 


Wherever ice skating prevails the widely 
known Union Hardware Skates are popular 
sellers. 

Patterns, sizes and prices to meet the varied 
demands of ALL skaters—men, women, 
boys, girls and the kiddies. 

The new line includes: Men’s and Ladies’ 

Screw Clamp Hockey Skates, Hockey Skates a 
with Relieved Runners, Figure Skates, Rac- TUBE HOCKEY 
ing Skates, “‘Unitube”” Hockey Skates with 
“Silfrost” finish, Leather Stocking Skating 
Outfits, Club and Tubular Skating Outfits 
fitted with “UNITUBE” Skates of entirely 
new design and choice of Goodyear welt, or 
McKay sewed shoes of high quality. 

Dealers don’t overlook the importance of an 
attractive display of U. H. Skates both now 
and during the holiday season. Your Jobber 


will supply you. 
HARDWARE. COMPANY 


Reg. U. S. Pat. Off. 





Model of Nos. 1624, 1624%, 1724% 





No. 59241% 


Leather Back and Strap 





No. 1149 “Unitube” Men’s Hockey 
Established 1854 


Tube and runner in one piece. “Sil- 


frost” finish—a bright frost-like finish TORRINGTON, C ONN. 


most desirable for window and counter 
display. New York Office 151 Chambers St. 
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SQUARE FACTS 


Why Red Shield” DRILLS 
Should be Used 















































° Scientific ee 
The “Fish and Hook” Brand Con- useing 
Are universally recognized as the fastest cutting—most durable struction - 
and, therefore, most economical for pulpwood and small timber. 
Less More Less Cost 
grinding | holes per hole 
































We supply all standard and special saw patterns 
for soft and hardwoods. 
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Tue StanpARD TOOL (0. 


CLEVELAND 
Chicago: 552 W. Washington Blvd. 


Profits for you 
with small investment 


Continuous sales are made by every Hardware Dealer who 
shows our small Counter Displays containing one dozen 
Packets. They are real money makers. 


Moore Push-Pins 
and 
Double Edge pattern for web saw blades. 
Oberg files are guaranteed to last longer and will give an excep- Moore Push-less Hangers 
tionally smooth surface to the saw teeth. To hang things to walls 
Your Jobber can furnish these Displays 
to you promptly. 


SANDVIK SAW & TOOL CORPORATION 
109 Lafayette Street 740 North Washington Ave. M O O R E p U S H a Pp | N C O Pe 
New York, N. Y. Minneapolis, Minn. 113-125 Berkley St. Philadelphia, Pa. 











Sandvik’s Steel Saw Frame. No. 25 
Adjustable 36 to 48 inches. 
Gives perfect tension to Pulpwood and Buck Saw Blades. 


SAW GES FILES 





From your jobber, or write to us for catalog. 
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Westinghouse DeLuxe 
Adjust-O-Matic Iron 


An 800 watt model, said by the 
Westinghouse Electric & Mfg. 
Co., Pittsburgh, Pa., to heat 
faster. Built-in-Watchman fea- 
ture maintains temperature auto- 
matically. Weight, 4% ib., slant- 
ing handle with sponge rubber 
grip. Handle set at angle to 
eliminate hand wrist strain, says 
the maker. Cord and attractive 


soft rubber plug, guaranteed for 
one year. 





Dawn Electric Food 
Mixer and Extractor 

Has a swinging mixer allowing 
mixing paddles to move to all 
parts of the bowl. Dawn Mfg. 
Corp., 2811 North Ashland Ave- 
nue, Chicago, IIl. 























Triple Lawn Shower 


Comprises 50 ft. specially con- 
structed double cord hose and 
three solid brass sprinkler heads, 
arranged at 15 ft. intervals, said 
to sprinkle an area of 675 square 
feet at each setting. Has no 
moving parts. Dealer cost, $4; 
suggested retail selling price, 
$7.50. John A. Brooks, Inc., 
14528 Second Boulevard, Detroit, 
Mich. 





Harris Hasp Lock 


Of self-adjusting design; “5- 
tumbler lock” and hasp made so 
that door-sag and door warp do 
not affect alignment of lock with 
end plate. The maker states 
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that any ordinary sag or warp is 
compensated for, so the lock will 
“snap shut” without forcing 
fastenings or weakening the wood 
structure of doors, etc. Hasp 
and end plates heavily cadmium 
plated; barrel turned from solid 
steel bar stock; latch bolt of 
heavy steel. The “5-tumbler lock” 
and hasp are integral, with no 
staple or exposed part. Four 
models said to cover every need 
of door design. For flush type 
doors, 4% and 6 in. model; in- 
side corner model for sliding 
and offset doors and outside cor- 
ner model for chests, cases, etc. 
The 4% in. model lists at $1.25, 
all other models at $1.35. D. B. 
Harris & Co., 735 North La Salle 
Street, Chicago, IIl. 





Independent Lock Co. 
Catalog No. 10 


Includes illustrations and 
specifications on cylinder locks, 
padlocks, night latches, door 
closers, key blanks, hardware 
specialties, key cutting machines, 
locksmith supplies and lock ac- 
cessories. There are more than 
180 pages of information, in- 
cluding illustrations of dealer 
helps, list price information, 
terms of sale, alphabetical index, 
numerical index and comparative 
numbers. Catalog in stiff binder. 
Independent Lock Co., Fitchburg, 
Mass. 





Calbar Lightweight 
Caulking Gun 


Of brass, lacquer finish, cylin- 
der 1% in. by 8 in., listing at 90c. 
Dealer discount, 40%. Combina- 


tion of Caulk-O-Seal lists as fol- 
lows with gun: quart can, $1.75; 
half-gallon can with gun, $2.50, 
and gallon can, $3.90 with gun. 
Dealer discount on combination, 





40 per cent. Gun is not recom- 
mended for use in trade as regu- 
lar equipment for. painter or 
other craftsmen. Caulk-O-Seal 
offered in 8 different colors for 
matching almost any color 
scheme of bathroom tile work, 
sealing openings around set-in 
tubs, and for filling cracks 
around doors and windows. Also 
for furnaces, heating systems, re- 
pairing roofs, flashings and cor- 
nices. Said to be non-staining, 
plastic and easy to work, and to 
form tough coating or shell upon 
exposure to air, giving absolute 
pr“tectiva against weather and to 
prevent oil from leaking out. Cal- 
bar Paint & Varnish Co., Phila- 
delphia, Pa. 





Covered Combination 
Bell and Buzzer 


Has 2 inch gong, operating 
from either battery or bell ring- 
ing transformer. Finished in 
gray enamel. Signal Electric 
Mfg. Co., Menominee, Mich. 


General Electric 
Oil Furnace 


Has coordinated boiler, burner 
and dontrol, sealed in steel. Up- 
per section having controlling de- 
vices and oil burner mechanism 
is insulated from lower section 
containing boiler and combus- 
tion chamber. Hot water heat- 
ing coil, integral part of boiler, 
heats. supply of water for domes- 
tic use. Controls also govern 
operation of furnace to provide 
continuous supply of domestic 
hot water all the year around 
independently of home heating 
requirements. Burner has all 
rotating parts mounted on one 
shaft, constantly lubricated un- 
der pressure by sealed in oil sup- 
ply. Motor has no brushes. Fur- 
nace said to operate silently. 
Thermal control is an electrically 
operated combined time switch, 
clock and thermostat enclosed in 
attractive case. For steam or hot 
water application. When used 
with warm air systems, both new 
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and changeover furnace may be 
supplemented by G-E air condi- 
tioner, steam from boiler being 
supplied to extend heat transfer 
in air conditioner to supply 
heated, filtered, humidified air. 
The General Electric Co., Sche- 
nectady, N. Y. 


“Perfect” Corn 
Slitter and Grater 


In the size and shape of a 
spoon, highly nickel finished with 
etchings. Five prongs slit ker- 
nels open, preventing husk from 
entering the mouth, says the 
maker. May also be used in 
kitchen for preparing fritters, 
etc. Suggested retail selling 
price, two for 25c. Independent 
Staple Co., New Rochelle, N. Y. 





Mirro Economy 
Twin Pans 


Of 1% qt. capacity each, fit 
snugly together over one burner. 
Counter card, business reply 
cards, coupons and newspaper 
mats available to tie up with 
national advertising program. 
Suggested retail selling price, $1, 
with Thermoplax knobs.  Alu- 
minum Goods Mfg. Co., Manito- 
woc, Wis. 
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HAVE YOU A COPY? 


of the 
Trow & Holden Send 
CATALOG of Ie 
Stone Working Tools Today 


TROW & HOLDEN CO. 


Barre, Vermont 




















IVES Patent Ventilating Lock 





a a Showing Window 
Manufacturers of Open. 


“Quality Hardware Since 1876” 
Window and Door Specialties 


Tue H. B. Ives Co. 
New Haven, Conn., U. S. A. 





SAMSON TRADE MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


Yate) = an OO) 0D 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality for its particularuse. 


“There IS a Difference in Sash Cord”’ 
OTHER BRAIDED CORDS* COTTON TWINES 
Send for catalogue, samples and selling information 


Chetetemas Tool Sets 
DIAMOND 


Pliers and Wrenches 


The special green and red 
Christmas carton holds two 
“Motor Special’ Pliers and 
a single end adjustable 
wrench. Tools nickel plated 
and highly buffed. 


Make a colorful display 
for your counters and just 
the thing to supply the gift 
buyers needs. Decorations 
easily removable for after 
Christmas business. 


DIAMOND CALK HORSESHOE CO. 


4622 GRAND AVENUE, DULUTH, MINN. 


























“It°s the best we have ever used” 


Says reports | from leading consumers after trying 
this 


NEW CORE SOLDER 


which contains genuine 


SOLDERING FLUX 


A super-solder made from virgin metal, cored 
with a better flux is the secret of why they 
like it best. 


Send for free sample. 


THE RUBY CHEMICAL COMPANY 
58 McDowell St., Columbus, Ohio 








POULTRY FEEDERS 











—— SLIDING PARTITION 


New Swing Top Feeder, with sliding partition for grit and 
charcoal. Four sizes. Trimmed in attractive red enamel. One 
of many fine items in Moe’s Big Line of Poultry Equipment. 


Write for 72-page Catalog and Prices. 


HWoEFT & COMPANY 


2305 Davis St., North Chicago, Il. 

















The symbol of 


Ms =: quality in chain 


There 1s an ACCO Chain 
industrial, gg B 


AMERICAN CHAIN CO., Ine. 
Bridgeport, Conn. 
Makers of the Famous Weed Tire 
Choins. 
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DO YOU KNOW 


that aggressive hardware dealers 
are increasing their annual profits 
by selling the quality line of 

















CLASSIFIED ADVERTISING 
RATES 





Positions Wanted and Help 
Wanted Advertisements at Spe- 
cial Rate of one cent a word, 
minimum fifty cents per in- 
sertion. 








Use the “Classified Opportunities Section” to Reach Hardware Manufacturers 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


THE FOLLOWING RATES 


apply to “Business Opportunities,” ‘Sales 
Accounts Wanted” and “Sales Representa- 
tives Wanted” advertisements. 





Set Solid, Minimum of 50 words... .$3.00 
Each additional word..........-+ 06 
All Capitals, Minimum of 50 words.. 4.00 
Each additional word............ 08 


Allow Seven Words for Keyed Address. 
Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., will not be reforwarded 





BOXED DISPLAY RATES 


D Beth, 4.0 0.0 0:0 b:00:0:05:006 805 s0 0008 
Each additional inch...........+..+- 
Discounts for Classified Advertising 
4 insertions, 10% off, 8 insertions, 15% off- 
Due to the special rate, these discounts do 
not apply on Position Wanted or Help 
Wanted Advertisements. 


HARDWARE AGE is published every other 
Thursday. Forms close Nine Days previous 
to date of publication. 

Address your advertisements and replies to 
HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City. 




















BUSINESS OPPORTUNITIES 


SALES ACCOUNTS WANTED 


POSITIONS WANTED 








Increase Your Sales with 
Our Talking Showcards 


They are hand-made and superior to any- 
thing else on the market. 104 different 
Prices are left 


items fully described. 
blank for your convenience. Cards are 
of uniform size 5%4”x7”, good quality 


Cost per set of 104 
signs with assortment of figures $3. 
Without the figures $2.25 per set. Order 
a sample set today and watch your sales 
increase. Send check with order or we 
will ship C.O.D. if you prefer. If not 
satisfied, return the set and we will re- 
fund your money. 


Jules SHOWCARD Studio 
755 Boylston St., Boston, Mass 


board in colors. 














ARE YOU interested in reducing your ome 7 
overhead and traveling expenses on the Pacific 
Coast? Manufacturers representative, estab- Sales or General Executive 
with unbroken record of real achievements, now 


lished over forty years with three offices on the 
coast, will answer your problems. Address Box 
J-973, care Harpware AGE, New York City. 


HELP WANTED 








available. Background of university, actual sell- 
i of steel and hardware products, successful 
sales management, and aaa age = io y to do 
things and do them well. At seeking 
permanent connection with well established induse 
try requiring new age ge and — 
ox J-9 





EXPERIENCED HARDWARE MEN located 
within the Metropolitan district of New York 
City will find it to their advantage to register 
with this bureau for positions. e are called 
upon from time to time to fill vacancies in the 
hardware industry and we need clean cut and 
thoroughly oes young men. No registra- 
— fee requ: 

SSOCLATED PLACEMENT BUREAU 
52 West 42nd Street 


Wisconsin 7-1802 New York City 


POSITIONS WANTED 











FOR SALE: Hardware Business established 
80 years in thriving New England distributing 
center doing wholesale and retail business in 
heavy, builders’ and shelf hardware, black- 
smith’s and garage supplies, Auto Accessories, 
Contractors’ and Mason’s supplies, stc. De- 
ferred payments could be arranged on portion of 
urchase price. Address Box J-930, care of 
Gaaswass AcE, 239 West 39t Street, New 
York City. 





INVESTMENT OPPORTUNITY: Hardware 
jobber established over 50 years North central 
territory needs new capital, either with or with- 
out personal connection. Right man with suffi- 
cient investment can have control. House has 
good sales organization and excellent reputa- 
tion among the trade. Address Box J-972, care 
Harpware Acez, New York City. 





FOR SALE—Hardware Store located in man- 
ufacturing center of 150,000 population. Stock 
about $20,000. Rent for building $125 a month. 
Forced to sell because of ill health. Address 
Box J-971, care Harpware Ace, New York City. 





SALES REPRESENTATIVES 
WANTED 


EXECUTIVE 4 


Accustomed to assuming responsibil- 
ity as chief executive in the Whole- 
sale Hardware Business for over 20 
years. General diversified business 
knowledge. Broad understanding of 
accounting, selling and buying. An- 
alytical type of mind. Sound judg- 
ment. Exceptional ability as an 
organizer and administrative officer. 
Unquestionable integrity. Highest 
credentials. Can qualify as chief 
executive or general manager either 
in manufacturing or distributing 
mercantile corporation. Further full 
and complete information will be 
furnished at interview sought from 
principals only. Address Box J-943, 
care of Hardware Age, New York 


City. 














SALESMEN: Chamois season now opening. 
A wonderful opportunity for men calling on 
the Retail Hardware Trade to handle Chamois 
as a money-making side line on a direct Fac- 
tory to Consumer basis in New York City and 
Jersey territories. Highly salable product, good 
commissions and factory cooperation to the right 
parties. Address: Hoyt & Worthen Tanning Cor- 
poration, New York office—47 West 34th St. 
Attention: George S. Fayen. 





WANTED: By an old and well-known manu- 


facturer, salesmen on commission basis to sell 
complete line of sliding door hardware. ll ter- 
ritories open except the New England States. 


Address Box J-974, care Harpware AcE, New 


York City. 





SALESMAN WANTED in various states to 
sell established line of paint brushes. Leads fur- 
nished. Liberal commission basis. Address Box 
J-936, care Harpware AcE, New York City. 
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EXPERIENCED HARDWARE MEN with 
many years of training in the hardware industry 
are continuously filing applications in this bureau 
for positions. None but thoroughly experienced 
and well trained men are permitted to register 
with us. If you are in need of clean cut, well 
trained individuals in any part of the metropoli- 
tan district of New York, just phone this office 
and you shall receive prompt attention. The 
basis of com tion is at your discretion but 
strictly sion jobs are not acceptable. 


ASSOCIATED PLACEMENT BUREAU 
1 est 42nd Street 
Wisconsin 7-1802 


New York City 

TRAVELING SALESMAN—Thoroughly ex- 
perienced and well acquainted jobbers and _ in- 
dustrial plants Middle West. Have handled 
hand tools, steel wire products, fencing. Two 
positions twenty years. Forty-four years old, 
married. Successful record. Best references. 
Personal interview solicited. Salary or commis- 











sion. Address Box 7475-A, Harpware AGE, 
892 Otis Bldg., Chicago, IIl. 

HARDWARE MAN, forty years of age, 
single, sober and industrious, thoroughly ex- 
perienced in the hardware business, both 


wholesale and retail, desires a position with 
some reputable retail firm as manager or sales- 
man where ability and work will be appreciated. 
Can furnish best references. Middle west or 
south preferred. Address Box J-905, care of 
Harpware Ace, New York City. 





Address of 
WARE AGE, 239 West 39th St., New York City. 





ie 


SALESMAN: Twelve years with one manu- 
facturer. Pioneered and established over 600 
dealer accounts in the State of Texas. Agree- 
able and pleasing personality; probably ac- 
quainted with more retail hardware dealers in 
Texas than any other traveling salesman. Will 
consider small salary and expenses to start, or 
commission basis with living drawing account. 
Line must be of unquestionable quality and 
merit. Address L. L. Wootton, 1230 Harvard 
St., Houston, Texas. 











SALES MANAGER, best known line in the 
country, uses this method to interest large manu- 
facturer wishing new or better Sales Direction 
in East. Jobbers and chains will supply infor- 
mation of his efficiency. No side lines. Will 
handle entire sales organization or Eastern sec- 
tion. His firm knows of this advertisement. 
Address: National Salesmanager, 1722 Albe- 
marle Road, Brooklyn, New York. 





ACCOUNTANT—CREDITS and COLLEC- 
TIONS. Young married man, well trained, 
nine years’ experience in general accounting, 
credits and collections with a large manufac- 
turing corporation. Desire connection with con- 
cern in need of the services of a high type and 
ambitious worker. Highest character and ability 
references. Address Box J-975, care HARDWARE 
Ace, New York City. 





EXPERIENCED HARDWARE MAN desires 
position with hardware concern where a future 
may be obtained. Twenty-five years of age, high 
school graduate, four years’ experience in buy- 
ing and salesmanship, also some experience in 
undertaking. Not particular about location. Can 
furnish satisfactory references. Address Box 
J-956, care of Harpware AcE, New York City. 








THOROUGHLY SEASONED retail hardware 
man, 30 years’ experience in builders’ hardware, 
housefurnishings and general hardware. Knows 
builders’ hardware from the ground up, estimat- 
ing from blueprints. Capable as manager of de- 
partment or of entire store. Very best of ref- 
erences. Address Box J-976, care HARDWARE 
Ace, New York City. 





HARDWARE CLERK—Thoroughly experi- 
enced in retail Hardware, Housefurnishings 
and Paints. Christian, 34 years of age, single, 
8 years in last position. Steady, Displays, 
Windows, Lock repairs, etc. Chauffeur’s Li. 
cense, New York and vicinity. Address Box 
J-957, care of Harpware AczE, New York City. 





TRAVELING SALESMAN, twenty years’ ex- 
perience on general and heavy hardware and mill 
supplies. Knows jobbers and dealers in South 
and Southwest. A hard worker and a business @ 
getter now located in Mid-West seeks connection. 
Address Box J-963, care of Harpware Aczt, New 
York City. 


HARDWARE AGE 
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FLORENCE 
Gas Ranges 


: Modern Console and Table 
| Bees \ Top Models. All latest im- 
2] price? Ae provements. Full line — 
- Bo. cea) finest quality. 


FLORENCE STOVE COMPANY 
ESTABLISHED 1872 
GARDNER, MASS., U. S. A. 


Oil Ranges, Wickless and Wicktype; Portable Ovens; Space 
Heaters; Water Heaters; Range Burners and Electric Stoves. 
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DISPLAY SELLING BOARD 


Moves 


Vulcan Electric Soldering Irons 
These Quality Tools Make Most Acceptable Cifts 
Our attractively colored board shows full 
assortment of 8 sizes of Vulcan Electric Sol- 
dering Irons with replaceable tips. Each size 
helps sell the others. Secret fasteners permit 
Dealers to easily remove irons for examination 
and sale. Small order secures Display Board—FREE. 

See pages 289-290 in Hardware Age Directory Number for illus- 
tration and full details of these Soldering Irons, also full details 
about our Three-Color Loose Leaf Price Book Sheets for use of 
Jobbers’ and Dealers’ salesmen. Envelope THs 

stuffers free with order for Complete 
Display Outfit. 


Vulcan Electric Heater Corp. 
225 Varick St. New York, N. Y. © 














We would suggest to Juliet- 
this 
Hill 
Clothes Dryer 
for the Balcony 








You can suggest its use, however, to every 

woman who enters your store. All that the 

famous Hill Lawn Dryer is to the ground, 

this handy model is to the upper porch or i 

balcony. No under bracket for clothes to ie. 
rub against. Used on corner post only. 

Booklet showing full line on request. a 








HILL CLOTHES DRYER CO., Inc., Worcester, Mass. 
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Steel Brick and Mortar Hods 





58 Mortar, No. 162 Brick, 


No. 1 
26”x12” x 1134” deep. 22”x10"x7” deep. 
Have been used for years because of their strength 
and lightness. No dripping onto the user’s back. 
They are all steel too. 
Present Prices Will Interest You 
Made by 


THE CLEVELAND WIRE SPRING CO. 
E. 38th St. and Hamilton Ave. Cleveland, Ohio 











For Use in Corners and 
Confined ; 
Places . . 


Besides being the 
standard Adjust- 
able “S” Wrench for all-around work, the Improved 
B.&C. is the most practical wrench you can sell for 
getting into places where an ordinary screw wrench is 
almost useless. 


Made of best materials, quickly adjusted, sturdy, all parts 
interchangeable. A profitable seller in 5 sizes—6 to 14 in. 


Ask your Jobber 


Rx() BEMIS & CALL CO. 
“if Springfield Mass. 











LOOK FOR THE TRADE MARK 
ON THE SHANK OF THE BIT 








WOOD BORING T00 


: Sole Manufacturers of the 
Genuine Irwin Bit Since 1885 


The Irwin Auger Bit Company 
Wilmington, Ohio f 



















D-19 Assort- Best sellers for 22 
— ptoey years. Nationally 
sets: 1 doz. Known. Seven 


each of %”, sizes: 9”, %%", 
” y%” 
° 


% > 

1%”. New 1%” 
size for very heavy 
furniture. Sizes 
%” to KH” retail 
at 10c. set of 4. 


SILENCE 


Insist on the 
Genuine — 
Look for 3 
Name Inside 


1%” at 30c. set 
of 4. Packed as 
shown in D19 
Display Assort- 
ment, also. 


Each Dome Refills—Packed 48 sets of a size %” to 
3%” in a carton; 1%” and 14%4”—12 sets in 
Ask Your a carton; also bulk packing; 100 sets %” 


Jobber 4 pat A carton; 14%” and 1%”—5O sets 


Domes of Silence, Inc., New'tonk aty 


136” iSc.. ond ~ 
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To completely satisfy your customers, ask your jobber for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and 
the red, white and blue surface markers in 34 inch diameter and larger. 





Columbian Rope Company, Auburn, “The Cordage City”, N.Y. 





WATERPROOFED - GUARANTEED 
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STRONG CRIMP ON BOTH SIDES 
STURDY REINFORCEMENT 
FORMING DOUBLE TREAD 





ree rteatures 


thal make 


ROLLER SKATES 
q profit line 
for you 


O meet the varying requirements of dealers, 

Winchester has expanded its roller skate line 
for 1932-33 to include a range of six skates, cov- 
ering three distinct grades, that will enable any 
dealer to fit exactly the demands of his market. 
In doing so it has stressed basic quality in every 
grade despite differences in price. This has been 
assured by the use of the famous, proved-by- 
mileage Winchester roll (even improved this 
year), as the equipment on every roller skate that 
bears the Winchester name. 


This roll has a tough tread of high quality steel, 
reinforced so as to form a double tread that lasts 
The tread has the widest con- 
The 


and lasts and lasts. 
tact surface of any steel roller skate wheel. 
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DOUBLE ROW BALL wane, 4 r 


HEAVY 
EXTRA WIDE TREAD 








STRONG CRIMP ON BOTH SIDES 


HARDENED STEEL BALL RACES 
| DOUBLE ROW BALL BEARINGS 












FRAME LOCKED BY 
ELECTRIC SPOT WELDING 





Broad range of six numbers (three price grades)— 


] every one a sturdy, long-wearing skate. Offers you 


full girder, standard and universal models—a qual- 
ity number to fit your own price market. 


Winchester supreme service roll (illustrated above) 
—— onevery skate regardless of price. You sell maximum 
Winchester quality in this vital part in every pair. 


Every pair in each grade handsomely and sturdily 


3 —— boxed. Easier to handle. More attractive to show 


and quicker to sell. 


Winchester roll has double row, self-contained 
ball bearings of highest quality and accurately 
formed which operate in a hardened smooth ball 
race. This results in a free wheeling roll at all 
times. These rolls will not cramp or bind. 


Every skate is designed to take maximum skating 
stresses and so only the highest quality steel is 
used. Each lot of steel is inspected by our own 
metallurgical laboratory. Each skate is equipped 
with live rubber shock absorbers on each truck. 
For details on the full new Winchester line 
consult your jobber or write to 
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TOOL TOOLS | 
= IN HOLLY 
TOOL SETS COVERED 
TOOL KITS BOXES 




















HOLIDAY WRAPPING PAPER | 
For Counter and Home Use 































Make 
| Choice | Practical 
Of Experts | . Holiday Gifts 
ad SPORT AXE No. DEXH315 


Our DIAMOND EDGE Tool Line is Complete 
ASK OUR SALESMAN TO SHOW YOU OUR FULL LINE 


DIAMOND EDGE 1S_A QUALITY PLEDGE © 
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Shapleigh National Series No. 1769 
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